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Welcome 


The Future of NMI 


Who we are (Introductions) 

Where we were 

Where we are (Current Strategy) 

Where we want to go (Future Strategy) 

How are we are going to get there (Roadmap to Success) 
Closing 

Q&A 


-Apt #115 -Apt#i2e 

~The Fashionista -The Linguist 

~The Creator ~The Visionary/A pprover 
-Money spent on gel $250 -Money spent on gel $0 


all 


Where we Were 


Asaa Company: 


~ Product Sales 
~ Structure 

~ Location 

- People 


Current Strategy 


+ 


Product Devebpment 


Consumer bs NMI 


NMLis: 
The Industry leader in executional excellence 
Currently operating a 4 week call cycle 


} Visiting/servicing the highest volume stores the same 
way we service the lowest volume stores 


Spending value time and resources visiting remote 
locations 


Tne Future of NMI 


What we want NMI to become: 


— Not only the industry leader in executional excellence, but the 
leader in strategic merchandising 


- Aconduit and resource for the Soles and Merchandising 
teams (and the company as a whole) 


- Astrategically positioned field organization that is flexible ond 
pene fo meet and adapt to the growing needs of Nintendo's 
iness 


Roadmap to Success 


How we will foster change: 
- Develop an integrated Sales and Merchandising force 
+ Create greater interaction between the NAMs & NMI 
* Develop cross-functional raining programs to promote growth 
opportunities 


- Create a new coll cycle 


* Focusing our efforts on the most important accounts ond the top 
volume stores within those accounls 


= Provide greater autonomy while servicing stores 
* Provide NMI with the tools to make smart merchandising decisions 


= Increase the omount of time you have in key accounts to 
explore other merchandising opportunities 
* Explore merchandising concepts 
+ Provide feedback to HO teams to help foster creative ideos 


* Nintendo is a highly innovative company that 
has been able to adapt to the needs of the 
marketplace 


* Accordingly, we also need to remain innovative 
and be able fo adapt and change to meet the 
needs of both our internal and external 
customers 
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Communication & Collaboration 
Embracing Change 

Customer Focus 

Learning 
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A Note from the Executive Team © 


We just completed the most exciting year in Nintendo’s history. We should all 

. take pride in this. Our great products, coupled with your dedication, drive and 
competence were key components to our momentum in the market. As we 
continue our momentum and sales growth in 2008, it is important to consider the 
key components that support our performance. 


Competent work force 


¢ A strong culture that facilitates people doing their absolute best work 
¢ The ability to attract, grow, and retain the best people 
¢ Great products that produce powerful results in the marketplace 


In January 2007, we launched the Denison Culture survey to help us better 
understand the strengths and opportunities of the “strong culture” side of th 
triangle. We took our key learnings and applied them throughout the year 
through various programs and initiatives. The focus on this area paid off: the 
2008 Denison Survey results showed we made significant strides towards 
achieving a more constructive and positive culture and climate at NOA. Enhanced 
clarity and control over “how we do things here” is helping to establish Nintendo 
as one of the best places to work in America. 


Thank you for taking the time to complete the 2008 Denison Culture survey and 
for sharing your perspectives. This brochure details the results, focus areas and 
next steps. Your invaluable feedback has helped us identify the areas we need to 
focus on to drive the company forward in 2008 and beyond. 


The Executive Team 


Front (L-R): Jim Cannataro, EVP, Administration; Mr. Takahashi, EVP, Special Assignment; Jacqualee Story, EVP 
Business Affairs; Mike Fukuda, EVP Business Development 

Back (L-R): Don James, EVP, Operations; Mr. Kimishima, Chairman and CEO; Reggie Fils-Aime, President and 
COO; Cammie Dunaway, EVP Sales & Marketing 


ONE FOCUSED 
ORGANIZATION | Snr 


oA AAA 


@ os Denison Results 


As shown in the chart below, we have made gains in a number of our focus areas. For 2008, you'll s== more 
color on the wheel, with higher percentile ratings in every area. In big and small ways, we are dearly dog 
things differently here. Thank you to everyone for your contributions to these improved results! 


Some specific activities that have led to these improvements include: 
¢ Clear articulation of NOA’s Vision and Values as an organization: a defined picture of where we are going and 
how we want to get there. 


e Visible, tangible business objectives to focus all of our daily activities. 
¢ Regular communication by the NOA Executive Team and sharing of best practices across the whole organization. 


© Cross Functional Committees: Global Teamwork, Commit to Collaborate, Transition Committee and 
Adaptability Committee. 


® Rigorous, frequent communication (Directors’ meetings, staff meetings, Nsite). 
* Detailed communication of the 2007 Denison data and discussion of “what this means to us” at all levels. 


¢ The launch and staffing of the new People and Organizational Department creates an internal resource to provide 
® new programs, services, training, coaching and support to manifest learning in every area. 


2007 2008 


External Focus External Focus 
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& Internal Focus. Internal Focus 
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@ 215 Areas for 2008 | 


Afer a detailed examination of the data, the NOA Executive Team has selected 
four focus areas for our ongoing culture transformation for 2008: 


1 Communication and Collaboration 


We will create rigorous two-way interaction and information-sharing across 
various levels and functions, allowing all employees to make decisions and 

do their best work. The complexity of our communication requirements has 
creased significantly as a result of our new remote offices and the ever- 
creasing volume of information we need to share. These factors reinforce the 
mportance of exchanging ideas, knowledge and requirements with others in 
the company. We can accomplish much more working together than apart. 


2 Embracing Change 
Nintendo's vision requires us to reach new audiences in new ways, which 
demands that we do things differently within our own walls. Flexibility, 


eq. and new and improved ways to work will enable us to match our 
& ovation in the market with innovation within NOA. We can appreciate and 


respect the wisdom of the past while seizing opportunities for the future. 


3 Customer Focus 

Our relationships with our customers--whether internal or external--are vital 
underpinnings of Nintendo's continued market momentum. How we treat 
each other ultimately impacts how we nurture valuable relationships with both 
our end customers (retailers) and consumers. Maintaining service orientation 
at all levels and in all ways, combined with understanding our impact on the 
continuous customer supply chain, is vital to achieving our vision. 


4 Learning 
We will support employees with the tools, training and development to 
foster their best effort towards satisfying business needs. We will treat every 
employee as a leader in their respective area, responsible for their part in 
shaping Nintendo’s culture and overall executional excellence. Implementing 
> PLAN, DO, CHECK, ACT, methodology will assist us in driving continuous 
learning and enhancing our adaptability. 


Communication & Collaboration 
Embracing Change 

Customer Focus 

Learning 
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Key Elements of NOA's Vision 


Nintendo's Vision: Entertain and enrich everyone! 


Nintendo of America Company Purpose: Ignite and satisfy demand by 
delivering “wow” experiences and services that bring big smiles. 


2008 Business Objectives 


Drive sales and manage infrastructure growth 

Know your customer and provide outstanding service 
Deepen the consumer experience 

Expand the gaming universe 

Commit to “One Focused Organization” 


Nintendo of America Core Values 


Excellence in Execution: We strive for the highest level of quality and 
pursue world-class performance with discipline and humility. We expect 
excellence from our partners and ourselves. 


People: Creativity, commitment, flexibility, and integrity are key components 
to achieving our success. We work hard to create an environment in which 
people thrive and can do their best work. We invest in developing leaders 
who value people as our most important asset. 


Global Teamwork: As an important part of worldwide Nintendo, we 
nurture our key partnerships, both internal and external, recognizing that 
Nintendo's success is enhanced when we work together. 


Spirit of Fun: Nintendo's products entertain and enrich everyone. We 
approach our work with the same appreciation for fun and innovation. 


Clear vision, focused business emphasis, and Nintendo's rich core values, 
provide a roadmap for what we want to accomplish this year and beyond, 
and how we want to accomplish this work together. 


The NOA Executive Team has committed to an extensive rollout of the 
2008 Denison results to every division in April and May of this year. 
Our specific goal is to facilitate robust two-way exchange and dialogue 
between all of us and to share suggestions for things we can keep 
doing, start doing, and stop doing as we transform our culture. 


We hope and expect that each of you will attend these sessions 
and that you will seek unique ways to contribute to positive, cultural 
enhancements and to the development of an improved working 
environment at NOA in the short and long term. 


We look forward to hearing about your energy, excitement and ideas for 
making Nintendo one of the best places to work in the world! 


Ann Arbor 


Zurich 


denisor Shanghai 


Bringing Organizational Culture and Leadership to the Bottom Line. 


Overview of the Denison Model 


The Denison Model is based on four key concepts: 


Adaptability Mission 
Patterns...Trends...Marketplace <4 External Focus Direction...Purpose...Blueprint 
Translating the demands of the Ca UX Defining meaningful long-term 

business environment into action. g \ a % direction for the organization. 
\s 4 
“Are we listening to the ~ “Do we know where we are 
marketplace?” going?” 
Flexible Stable 
Involvement 
Commitment...Ownership... 4 4 Consistency 
Responsibility Y G Systems...Structures...Processes 
Building human capability, (e) S Defining values and systems that 
ownership and responsibility. , %, x are the basis of a strong culture. 
‘Sy 
“Are our people aligned and > sleiacialiiaaas oe “Does our system create 
engaged?” leverage?” 


Every organization needs to have capabilities in these four areas! 


Each of the four traits has three indexes: 


Adaptability 


Patterns...Trends... Market Place 
Translating the demands of the business 
environment into action 
“Are we listening to the marketplace?” 


indexes: 
eCreating Change 
eCustomer Focus 
eOrganizational Learning 


Involvement 


Commitment...Ownership... 
Responsibility 
Building human capability, ownership and 
responsibility. 
“Are our people aligned and engaged?” 


indexes: 
eEmpowerment 
eTeam Orientation 
eCapability Development 


Each of these indexes is made up of five survey items for a total of sixty items. 


Mission 


Direction...Purpose...Blueprint 
Defining a meaningful long-term direction 
for the organization 
“Do we know where we are going?” 


indexes: 
eStrategic Direction and Intent 
eGoals and Objectives 
eVision 


Consistency 


Systems...Structures...Processes 
Defining values and systems that are the 
basis of strong culture 
“Does our system create leverage?” 


indexes: 
eCore Values 
eAgreement 
eCoordination and Integration 
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Bringing Organizational Culture and Leadership to the Bottom Line. 


To What Benchmark Is My Company Being 
Compared? 


@ The database includes over 750 organizations. 


@ The sample includes organizations from all over the 
world. About 75% of them are from North America. 


@ The benchmark is comprised of both large and small 
companies from a wide variety of industries. 


@ The differences between countries and industries are 
small compared to the differences within each individual 
organization. 


Understanding Your Results /tisisa percentile 
score. A percentile 
is your 
organization’s score 
as a percentage 
benchmarked 
against the average 
of other 
organizations. (This 
average is called a 
norm.) This 
organization, for 
example, scored 
better than 50 
percent of all of the 
companies in the 
database in the area 
of Goals and 


This is one of the 
four key traits 
that impact 
business 


performance. 
av 


External Focus 


Flexible 


This is one of the 
three indexes that 
measure behaviors 
for this trait. Each 
of the twelve 

indexes consists of 
five survey items. 


The profile is 
colored to show 
the quartile in 
which the 
percentile falls. 
This score, for 
example, falls in 
the second 
quartile. 


Capon. 
Dovey Bbilty 
ent 


N=221 Me 
V> Internal Focus © 


Your Organization Name Note: Numbers denote percentile values SB 2002 22-Apr-04 @Denison 


Understanding Your Line Item Results 


This is one of the four traits in the 
model. 


Quartile 
Percentile 


In this organization... Empowerment 


Most employees are highly involved in their work. 
Decisions are usually made at the level where the best information is available. 


Information is widely shared so that everyone can get the information he or she 
needs when it's needed. 


Everyone believes that he or she can have a positive impact. 


Business planning is ongoing and involves everyone in the process to some 
degree. 


In this organization... Team Orientation 


Cooperation across different parts of the organization is actively encouraged. 


These are the 
items as they 
appear on the 
survey. 


People work like they are part of a team. 
Teamwork is used to get work done, rather than hierarchy. 
Teams are our primary building blocks. 


Work is organized so that each person can see the relationship between his or 
her job and the goals of the organization. 


In this organization... Capability Development 


Authority is delegated so that people can act on their own. 

The "bench strength" (capability of people) is constantly improving. 

There is continuous investment in the skills of employees. 

The capabilities of people are viewed as an important source of competitive 


advantage. 
Problems seldom arise because we have the skills necessary to do the job.* 


The +/- symbols indicate that the 
item was one of the top five (+) or are 
bottom five (-) scores on this survey. 


Involvement 


1st 2nd 3rd 4th 


These are the four 
quartiles in which 
your percentiles 
may fall for each 


item. 
| | 


These are the 
percentile scores 
for each line item. 
Your line item 
score is also 
benchmarked 
against how other 
organizations 
scored on each 
item. 


An item with an 
asterisk (*) has 
wording that is 
reversed from the 
way it was 
presented in the 


Understanding Your Hi-Low Results 


Customer input directly influences our decisions. 


Customer comments and recommendations often lead to changes. 


All members have a deep understanding of customer wants and needs. 


ge] 
(iss ] 
~ 91 _| Ignoring core values will get you in trouble. 
(as) 
ee] 


We make certain that the "right hand knows what the left hand is doing.” 


Problems seldom arise because we have the skills necessary to do the job.* 


We encourage direct contact with customers by our people. 


Bem Working with someone from another part of this organization is not like working with someone from a different organization.* 


Few things "fall between the cracks".* 


Attempts to create change seldom meet with resistance.* 


Authors: Daniel R. Denison, Ph.D. William S. Neale, M.A., M.L.LR 


© Daniel R. Denison, Ph.D. All rights reserved http://www. DenisonCulture.com 
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"Dura Automotive Systems * Question phrasing and answers are reversed from the survey. 
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Big Picture 


Strengths & Challenges 
What are main areas? 


Strong = more color 
Weak = less color 


Are these clustered? 


Flexible? 

Stable? 

Externally Focused? 
Internally Focused? 


Involvement? 
Consistency? 
Adaptability? 
Mission? 


Ann Ardor 
Zurich 
Shanghai 


Bringing Organizational Culture and Leadership to the Bottom Line. 


Interpretation Guidelines: 


Summarize Strengths 


Review the 12 
Indexes 


Which are strongest? 
Most important to job? 
Important to career? 
Clustered in one trait? 


Review the Items 
Top five? 


Most important? 
Clustered in one trait? 


Summarize Challenges 
Review the 12 Indexes 
Which are lowest? 
Most important to your 
organization's 
effectiveness? 
Clustered in one trait? 
Review the Items 
Bottom Five? 


Most important? 
Clustered in one trait? 


Overall Patterns 


Key Patterns 


Foundation Skills: 

What are the key capabilities that are 
the foundation of your organization’s 
Strengths? 


Areas to Improve: 
What capabilities are 
important to improve? 
Short-term? Long-term? 


Impact of strengths and weaknesses 
on performance measures : 

Employee Satisfaction ? 

Quality? 

Sales ? 

Customer Satisfaction? 

Innovation ? 

Financial performance ? 


NOA: 2007 vs 2008 
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NOA: 2007 vs 2008 
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NOA: 2007 vs 2008 
Quartile 


Percentile 
In this organization... Empowerment 
Most employees are highly involved in their work. 


Decisions are usually made at the level where the best information is available. 
Information is widely shared so that everyone can get the information he or she 
needs when it's needed. 


Everyone believes that he or she can have a positive impact. 


Business planning is ongoing and involves everyone in the process to some 
degree. 


In this organization... Team Orientation 
Cooperation across different parts of the organization is actively encouraged. 


People work like they are part of a team. 
Teamwork is used to get work done, rather than hierarchy. 
Teams are our primary building blocks. 


Work is organized so that each person can see the relationship between his or 
her job and the goals of the organization. 


In this organization... Capability Development 
Authority is delegated so that people can act on their own. 


The "bench strength" (capability of people) is constantly improving. 
There is continuous investment in the skills of employees. 
The capabilities of people are viewed as an important source of competitive 


advantage. 


Problems often arise because we do not have the skills necessary to do the 
job.* 


Involvement 
1st 2nd 3rd 4th 
0 25th 50th 75th 100th 


NOA: 2007 vs 2008 


Quartile 
Percentile 


Core Values 
The leaders and managers "practice what they preach." 


In this organization... 


There is a characteristic management style and a distinct set of management 
practices. 


There is a clear and consistent set of values that governs the way we do 
business. 
Ignoring core values will get you in trouble. 


There is an ethical code that guides our behavior and tells us right from wrong. 


In this organization... Agreement 


When disagreements occur, we work hard to achieve "win-win" solutions. 
There is a "strong" culture. 

It is easy to reach consensus, even on difficult issues. 

We often have trouble reaching agreement on key issues.* 


There is a clear agreement about the right way and the wrong way to do things. 


In this organization... Coordination & Integration 


Our approach to doing business is very consistent and predictable. 

People from different parts of the organization share a common perspective. 
It is easy to coordinate projects across different parts of the organization. 
Working with someone from another part of this organization is like working 


with someone from a different organization.* 
There is good alignment of goals across levels. 


o 


Consistency 
1st 2nd 3rd 
50th 


4th 


100th 
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NOA: 2007 vs 2008 


Quartile 
Percentile 
Creating Change 
The way things are done is very flexible and easy to change. 


In this organization... 


We respond well to competitors and other changes in the business 
environment. 

New and improved ways to do work are continually adopted. 
Attempts to create change usually meet with resistance.* 


Different parts of the organization often cooperate to create change. 


In this organization... Customer Focus 
Customer comments and recommendations often lead to changes. 


Customer input directly influences our decisions. 
All members have a deep understanding of customer wants and needs. 
The interests of the customer often get ignored in our decisions.* 


We encourage direct contact with customers by our people. 


In this organization... Organizational Learning 


We view failure as an opportunity for learning and improvement. 
Innovation and risk taking are encouraged and rewarded. 

Lots of things "fall between the cracks."* 

Learning is an important objective in our day-to-day work. 


We make certain that the "right hand knows what the left hand is doing." 


Adaptability 
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NOA: 2007 vs 2008 ; Mission 
Quartile ist 2nd 3rd 4th 


Percentile 0 25th 50th 75th 100th 
Strategic Direction & Intent i 
There is a long-term purpose and direction. 


In this organization... 


Our strategy leads other organizations to change the way they compete in the 
industry. 
There is a clear mission that gives meaning and direction to our work. 


There is a clear strategy for the future. 


Our strategic direction is unclear to me.* 


In this organization... Goals & Objectives 
There is widespread agreement about goals. 


Leaders set goals that are ambitious, but realistic. 
The leadership has "gone on record" about the objectives we are trying to 


meet. 
We continuously track our progress against our stated goals. 


People understand what needs to be done for us to succeed in the long run. 


In this organization... Vision 
We have a shared vision of what the organization will be like in the future. 


Leaders have a long-term viewpoint. 
Short-term thinking often compromises our long-term vision.* 
Our vision creates excitement and motivation for our employees. 


We are able to meet short-term demands without compromising our long-term 
vision. 


orded item. In all ca 


NOA: 2007 vs 2008 


2007 


Highest Scores 


Our strategy leads other organizations to change the way they compete 
in the industry. 


[HG Our vision creates excitement and motivation for our employees. 
80 Our approach to doing business is very consistent and predictable. 
We are able to meet short-term demands without compromising our long- 


term vision. 
Wi There is a clear strategy for the future. 


Lowest Scores 
HN Customer input directly influences our decisions. 


[EBB Information is widely shared so that everyone can get the information he 
or she needs when it's needed. 
HB The way things are done is very flexible and easy to change. 


[a9] We encourage direct contact with customers by our people. 


HBR We continuously track our progress against our stated goals. 


2008 


Highest Scores 
Our strategy leads other organizations to change the way they compete 


in the industry. 
[EBM Our vision creates excitement and motivation for our employees. 
[BBR There is widespread agreement about goals. 


91 Our approach to doing business is very consistent and predictable. 


(BBB There is a clear strategy for the future. 


Lowest Scores 


(Eg Customer input directly influences our decisions. 

[aor] The way things are done is very flexible and easy to change. 

HE Customer comments and recommendations often lead to changes. 
ee | Information is widely shared so that everyone can get the information he 


or she needs when it's needed. 


86 Working with someone from another part of this organization is like 
working with someone from a different organization.* 


Authors: Daniel R. Denison, Ph.D. William S. Neale, M.A., M.L.LR 
© Daniel R. Denison, Ph.D. All rights reserved 
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*The raw score has been reversed for this negatively worded item. In all cases, a 
higher score indicates a more favorable condition. 
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| NOA Location: Field 
| Quartile 


Percentile 
| In this organization... Empowern 


Most employees are highly involved in their work. 
| Decisions are usually made at the level where the best information is available. 


Information is widely shared so that everyone can get the information he or she 


needs when it's needed. = 


Everyone believes that he or she can have a positive impact. 


Business planning is ongoing and involves everyone in the process to some 
degree. 


In this organization... 


oO 


Cooperation across different parts of the organization is actively encouraged. 
People work like they are part of a team. 

Teamwork is used to get work done, rather than hierarchy. 

Teams are our primary building blocks. 


Work is organized so that each person can see the relationship between his or 
her job and the goals of the organization. 


Authority is delegated so that people can act ia thelr ah 

The "bench strength" (capability of people) is constantly improving. 

There is continuous investment in the skills of employees. 

The capabilities of people are viewed as an important source of competitive 


advantage. 


Problems often arise because we do not have the skills necessary to do the 
job.* 
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In this organization... Capatk Development 
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Consistency 
Quartile 1st 2nd 3rd 4th 
Percentile 0 25th 50th 


NOA Location: Field 
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In this organization... Core Values 
The leaders and managers "practice what they preach." 


There is a characteristic management style and a distinct set of management + 
practices. ~ 


There is a clear and consistent set of values that governs the way we do 
business. 


Ignoring core values will get you in trouble. + 


There is an ethical code that guides our behavior and tells us right from wrong. 


In this organization... Agreement 
When disagreements occur, we work hard to achieve "win-win" solutions. 


There is a "strong" culture. 
It is easy to reach consensus, even on difficult issues. 
We often have trouble reaching agreement on key issues.* 


There is a clear agreement about the right way and the wrong way to do things. 


In this organization... Coordination & Integration 
Our approach to doing business is very consistent and predictable. + 


People from different parts of the organization share a common perspective. 


It is easy to coordinate projects across different parts of the organization. 


Working with someone from another part of this organization is like working 
with someone from a different organization.* 


There is good alignment of goals across levels. 


*The raw score has been reversed for this negatively worded item. In all cases, a higher Numbers denote percentiles SB 2004 = 
score indicates a more favorable condition 16-Feb-08 LAr Page 2 


NOA Location: Field ~ Adaptability ~ 
Quartile 1st 2nd 3rd 4th 
0 


Percentile 
In this organization... Creating Change 
The way things are done is very flexible and easy to change. — 


i 


We respond well to competitors and other changes in the business 
environment. 

New and improved ways to do work are continually adopted. 
Attempts to create change usually meet with resistance.* 


Different parts of the organization often cooperate to create change. 


In this organization... Customer Focus 


Customer comments and recommendations often lead to changes. — 


Customer input directly influences our decisions. a 


= 


All members have a deep understanding of customer wants and needs. 


The interests of the customer often get ignored in our decisions." — 


( 


We encourage direct contact with customers by our people. 


In this organization... Organizational Learning 
We view failure as an opportunity for learning and improvement. 


Innovation and risk taking are encouraged and rewarded. 
Lots of things "fall between the cracks."* 
Learning is an important objective in our day-to-day work. 


We make certain that the "right hand knows what the left hand is doing." 


*The raw score has been reversed for this negatively worded item. In all cases, a higher _ Numbers denote percentiles SB 2004 — 
score indicates a more favorable condition. 


NOA Location: Field Mission 


Quartile 1st 2nd 3rd 4th 
Percentile 0 25th 50th 75th 100th 
In this organization... Strategic Direction & Intent 


There is a long-term purpose and direction. 


Our strategy leads other organizations to change the way they compete in the 
industry. 
There is a clear mission that gives meaning and direction to our work. 


+ 


There is a clear strategy for the future. 


Our strategic direction is unclear to me.* 


In this organization... Goals & Objectives 
There is widespread agreement about goals. 


Leaders set goals that are ambitious, but realistic. 
The leadership has "gone on record" about the objectives we are trying to meet. 
We continuously track our progress against our stated goals. 


People understand what needs to be done for us to succeed in the long run. 


In this organization... Vision 


We have a shared vision of what the organization will be like in the future. 


Leaders have a long-term viewpoint. 


Short-term thinking often compromises our long-term vision.* 


t : | 
Our vision creates excitement and motivation for our employees. Rien ac  | 


99 


We are able to meet short-term demands without compromising our long-term aS a: 
vision. | 


*The raw score has been reversed for this negatively worded item. In all cases, a higher Numbers denote percentiles SB 2004 
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score indicates a more favorable condition 


NOA Location: Field 


Our vision creates excitement and motivation for our employees. 


Our strategy leads other organizations to change the way they compete in the industry. 


Our approach to doing business is very consistent and predictable. 


| 99 | There is a characteristic management style and a distinct set of management practices. 


Ignoring core values will get you in trouble. 


Customer input directly influences our decisions. 


Information is widely shared so that everyone can get the information he or she needs when it's needed. 


Customer comments and recommendations often lead to changes. 


(EES CS The way things are done is very flexible and easy to change. 


The interests of the customer often get ignored in our decisions.* 


Authors: Daniel R. Denison, Ph.D. William S. Neale, M.A., M.L.LR 


© Daniel R. Denison, Ph.D. All right: d 
an ae Danes http://www.DenisonCulture.com 


Nintendo *The raw score has been reversed for this negatively worded item. In all cases, a higher denison 
score indicates a more favorable condition. SB 2004 06-Feb-08 


Percemrage Counts NOA Location: Field 


[_Fercenaee 


Mean 1 2 3 4 5 ValidN n/a Mean 1 2 3 4 5 ValidN n/a 


3.01 6 20 43 29 2 97 0 3.54 5 20 18 32 26 97 0 
ies SS eg ee ee 

3.35 4 14 35 36 10 96 1 3.89 7 10 11 29 42 97 0 
Pe TT 

3.64 2 13 28 32 25 97 0 3.41 1 22 15 34 22 97 0 
eS eee 

3.13 3 22 40 30 5 96 1 3.95 7 6 1 35 40 97 0 
(imam | ieergoatp ote 

3.68 2 9 26 44 19 97 0 4.05 3 4 19 32 42 96 1 
a | Reitman 

3.46 6 14 24 38 18 97 0 3.94 4 8 13 38 36 97 0 
ea eee ee ee 

3.93 3 10 15 33 38 97 0 3.78 4 12 14 39 30 97 0 
a 

3.49 3 17 26 36 18 96 1 
— 

3.45 4 16 27 35 18 97 0 


Legend: Percentage ValidN: nla: 06-Feb-08 Page 1 


Percentage of valid responses for Total number of Number of no answers 
each answer category valid responses or blanks 
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DS Female 18 
Continuity Plan 


START DATE: 


August 15, 2008 


‘OBJECTIVES: 


- Boost DS relevancy and consideration 
‘over time 

~ Educate target of DS offering in general & 
software titles “made for them” 

- Expand the market for DS in the long 
term 


MARKETING | Q3 & Q4 - $12 million 
‘SUPPORT: 


+ Multi-Celebrity advertising campaign with TV, print and digital components 
(Oct15/Nov 6 tentative dates) 


+ iplayforme.com (online destination) 
+ Lifestyle-focused sampling, seeding, integrated content 
Enhancing the shopping experience "for her" 


LAUNCH DATE: | August 15, 2008 


TARGET AUDIENCE: 


Primary | - Alpha Moms 
~ Wil owners who enjoyed Wii Sports 
~ Health conscious 


‘Secondary | ~ Females 20+, Males 30+ 


MARKETING SUPPORT: | 93 &Q4 - $13 milton 


Make Wii Fit the hottest product for holiday 08 


Leverage appeal of Wii Fit (healthy, active fun) to reach Mams who do not currently 
consider video games as being "for them" and expand the market for Wil in the long 
term 


DS Kids Campaign - Holiday 
TIMING: 
TARGET AUDIENCE: 
PRIMARY SOFTWARE 


TITLES: 


ADVERTISING: 


MARKETING 
SUPPORT: 


trateay. 


} 


ys ® I Z 


November 1, 2008 


Boys & girls ages 6-12, parents and other 
primary gift givers to children 6-12 


Nintendogs, Mario Kart, Mario Party DS, 
Zelda Twilight Princess, Animal Crossing 


‘5 weeks on TV, 11/10 - 12/14 
(additional 4 weeks Hispanic TV) 

2 weeks in print 3-4 broad reach pubs 
5 weeks digital ~rich media, interactive 


$6 Million 


+ Drive momentum for Nintendo DS during the holiday season 
+ Make OS a top holiday gift that kids include on their holiday wish list, and a top gift choice 


among gift givers 


Nintendo DS Metallic Silver 


Launch Ds 


Target Audience: 


Stcateay. 


September 7, 2008 


New Gamers, Expanded Audience, 
Everyons 


Marketing Budget: | $200K Merch/Ontine budget 


* Inform consumers who do not own a DS or play DS about the system 
* Drive momentum for Nintendo DS as we head into the Fall/Holiday season 


Touch Generations Re-Launch 


Clubhouse Games, Hotel Dusk: Room 215 


Platform: 


Nintendo 05 


Launch Date: 


‘Objectives: 


Marketing Budget: | Displays/?.0.P. 


‘September 8, 2008 


Firmly establish an assortment of 
$19.99 tiles 


Primary 


Secondary 


| Families, Casual Gamers, Females 18- 
35 


ew entrants to the category 


+ Communicate value on DS by re-launching two popular games at a lower price 


+ Merchandise along with new Metallic Silver HW and other Touch Generations titles 


Mystery Case Files: MillionHeir 4 
Ws 


33; 
ee 


aly 


Mystery Case Files: MillionHeir 


{ 
Cc 


September 8, 2008 
E 
14 


[Marketing Budget: 


$2.5 Million 


Target Audience 


ales, Expanded Audience, Mystery Case Files fans 


Pair with silver DS hardware to encourage new entrants to the handheld gaming 


category 


Convert casual PC gamers and fans of the Mystery Case Files franchise to purchasers by 
appealing to their desire for portability and the enhanced features only available on DS 


Kirby Super Star Ultra 


Marketing Budget: 


Primary 


Secondary 


Kirby Super Star Ultra 
September 22, 2008 


$5 Million 


Target Audience 
Male) ages 6-11 


Re-introduce the Kirby franchise to multiple consumer groups: new cores, platformers, 


gift givers 


Communicate that the player utilizes Kirby's unique abilities to play updated and new 


games. 


Wario Land Shake It! 


auneh Date: 


Wario Land Shake Itt 
‘September 22, 2008 


Players: 


Marketing Budget: 


Target Audience 


Wario fans, platformer fans, lapsed gamers 


Focus on Core Gamers - ages 9-14 


Leverage awareness and fan base of Wario from hit titles like Mario Kart & Super 


‘Smash Bros, Braw! 
Promote the features of "Shake It" game play 


Pokemon Ranger: Shadows of 


Movember 10, 2008 


E for Everyon 
{eed 
ton 


Players: 1 


“Marketing Budget: | $5 milion 


Target Audience 


How Cores ~ ages 6-11 


Secondary: _| Pokemon fans, 
fans, gift givers 


Capitalize on the passion of existing Pokémon fans as ambassadors of the Pokémon 
franchise--260+ beloved Pokémon characters are back! 


Focus on multiple consumer groups: new core fans, platformer lovers and gift-givers 


Communicate the action adventure style of the Ranger series, the use of the styler to 
capture Pokémon and the “mission-based" game play. 


Wii Music 


Launch Date 
ESRB: 

‘Accessories 

Players: 

Marketing Budget: | $10 Million 


Target Audience 


Primary ~ [Wii owners, Families who own ¥ 
Parents with kids under 13 


Secondary Kids 9-13 years old (New Cores) 


‘Strategy 
Frame positioning with the Wii Experience around fun, social play and tell the “Wi story" 
Communicate the variety of instruments and multiplayer game play 


Bulld credibility with music influencers (\.e. music educators, orchestra conductors, 
others) 


Animal Crossin 


| 1-4 alternating, 2-4 simultaneous via 
| Nintenda® wi-Fi Connection 


| $5 Million 


Target Audience 


Females 18-24, Animal Crossing fans 


+ Early outreach to gamers to maintain support and increase enthusiasm in franchise 


+ Diverse online advertising driving to a large-scale microsite educating users about the 
world and experience which is Animal Crossing 


+ TV advertising as “mood maker," not primary messager 


Wii Speak™ Microphone 


speak Microphone 


ti 


Compatible with Animal Crossing: Qty Folk 
and titles TBD for the future (sold 
separately) 


‘The WiiSpeak microphone sits atop the 
sensor bar and allows Internet voice chat 
‘among Wa Friends 


Communicate that WiiSpeak Is a new feature for Animal Crossing that allows friends to 
chat in real time 


‘WiiSpeak picks up the conversation of everyone in the room to encourage a more 
Inclusive experience. 


Personal Trainer 


Personal Trainer, Personal Trainer: Cooking 


e ‘Wintendo OS™ 
Cooki ING eo rs 
ESRB: RP ——- 
ae Co 
$8 Million 


Target Audience 


Cooking Guide turns your Nintendo DS into an interactive cookbook, complete with recipes 
and video demos. 


Black Friday 


In-Store Video Update 


November 


‘Black Friday (Wii Music, Animal Crossing) 2 :30 spots or 1 :60 spot/hr. 
30 day Might (11/27-12/26) 


Supermarket Check-out | Black Friday (Wi Fit Moms, Wii Music, Caoking Havi, OS F18-35 Celeb rehit 
x2) §:30 spats/he w/ side panel 
30 day flight 


‘Wallart Network Black Friday (Wii Music, Animal Crossing) 2 =30 spots or 1 :60 spat/hr. 


WalMart Check-out Black Friday (Wil Fit Moms, Vil Musie, Cooking Navi, DS F18-35 Celeb rehit 
x2) - 5 :30 spots/hr w/ side panel 
30 day Might 


Print Material 


aren In-store | Description 


"A Day With DS" Booklet 10/15 28pq. Catalog detailing how DS would fit 
into the daily ives of consumers - g 


Wil Fit DVD Catalog - reprint 


Wil Fit Tri-fold brochure = reprint Introductory Wiefold brochur 
information an Wi Fit for distnbution at 
retail 


Holiday Kids Wish List brochure 4 fold 8p9. Brochure with current DS 

for children, will contain a tear-off wis 
along with a sticker sheet ("Want it", “Love 
it*, "Need it") for kids to give to parents for 
itt shopping 


Wii Music DVD sleeve Full-color DVD sleeve containing copy for Wi 
‘Musie, OVD containing "Whats Wi Music” 
portion for store education handouts 


595 total stores 
451 standard, 74 traditional, 19 Super side by sides 
51 Side by sides 
10 additional side by sides by end of year 


Business climate 
3° consecutive year with positive sales growth 
DS HW & SW; a challenge this year 


Company strategy 
Open 20 to 40 new stores each year 
Continued focus on core toy and electronic products 
Further Babies R Expansion 


NMI service level 
98% 


Upcoming Activities 


Buy 2 get 1 free SW - 10/12 


Big Book - 10/26 
DS bundle with Princess Peach SW / Keepsake Box 


DS Pokemon download - 11/8 & 11/9 


TRU goes wild in December 
Ads every week with midweek ads thrown in 


Babies R Us 
30 store test 


Babies R Us 


i ee Me Sea 


30 Store te. 
Goal = Chain wide rollout in 09 


Merchandising Activities 


16 ft space outside of Rzone 
Wii Fit 


a 


- a! 


Rzone feat: 


Nintendo Times Square 


"Center of The Univer 


NMI partnership "You're The Difference” 


Store training 
Build relationship with store management 
NMI quarterly training sessions top 100 stores 
Product demos where possible 
You can't over educate 


In-store 
Assist store associates with stocking shelve: 
Guerilla tactics 
Report non compliance (holding TRU accountable) 
Report out of stocks 
Own the store 


GameStop Overview 


Store Count 4400 by end of February 

ameStop has partnered with AAFES. Opening 55 stores on Army 

and Navy bases across the country 

GameStop will expand the Holiday Kiosk program in malls for Dec/Jan 
Company strategy/Opportunities 

Focus on the core and "more 

Core - Build frequency, loyalty, games per purchase 

Broad user/Expanded Audience ~ Build awareness, trial & educate 
NMI service level at GameStop 

Fanta 

Your education is ke suc 

Thank you for your hard work! 


GameStop Upcoming Activities 


Space Update 


NOA is gaining 6' - 8' of add'I space by end of 
September 


Wii & DS will now be featured on the Sony wall 
Special displays 

Touch Generation Imp Display 9/1 - 10/ 
Key Marketing 

DS Foe 


DS Demo days in October with handbag gi 
some of you 
DS Banners placed outside 2K+ Strip malls through end of 
year 
DS HW Associate program through middle of September 
Wii F 
Heavy Animal Crossing presence this Fall (ie., 
store front winc front Gondola placement, etc.) 


GameStop / NMI partnership 


Store training is Key 
Update associates for upcoming releases. Pre-sell Focus 


Merchandising / pop / interactive strategy 
Confirm paid in-store programs are placed. 
Add'! POP placement is not approved by corporate. . .but ple 
tinue to place as much as possible 
Interactives should have our 1* party titles featured, If we 
support a 3° party launch, we'll communicate to the field. 
What you "NMI" can do to assist? 
Continue to send field communication/updates/photo's. .. very helpful 
Pre-sell Focus - Key element of GameStop's Business 
Continue to feed knowledge about our games to associate 
Continue to Foster RELATIONSHIPS. Understand there i 
frustration with our inventory situation 


Best Buy / Overview 


971 stores today, to end FYO9 at 1,023 - up 11% 


BBY business remains strong despite economic 
trends...FYO8 $40BN sales 
Expanding Internationally 
Exploring New Ways of Going to Market 
NOA has driven BBY unity to expand into 
different consumer segments in gaming 


Musical Instruments test in 87 store 
BBY Strategy - Consumer Centricity 


NMI service level - 94% 


CAileest Buy / Upcoming Activities 


Program 2 
Now through October 
721 space expansion stores 
In-line cleaned up 
End cap d 
35% minimum Nintendo spa 
650 social gaming store 


Program 2.5 


DS Endcap 
September 30th 
721 space expansion stores 
ind Accy 


shelf (pending approval) 


DS Holiday Pallet Program 
November 23rd - December 31st 
535 High Volume Stor 

Pallet DS 
Pallet Lice 


CAileest Buy / Upcoming Activities 


4 Stor 
Timing- Holiday 
Nintendo inspirec 
New exciting 


Nintendo Zone technology 


i 
| Conceptual Best Buy Floor Plan Layout 


Store training 
NMI training s - demo/product education in key stores 
Engage Blue Shirt ge relationship: 

While stores must follow HQ direction they have some autonomy 


In-store 
Capture best practice NOA POP 
elf Blac F tu 


Create and capture unique merchandising opportunitie 


Interactive Strategy 
Interactive vice Level 
More opportunities to highlight Wii & DS experiences in store! 


Opportunities 
New DS End Cap & Holiday Pallet HW and SW merchandising 
Continue to Capture Competitive Activity 
smmunication - Share Your Ideas! 


ae A 


Walmart >;< 


Save money. Live better. 


| Walmart >| Wal-Mart Overview 


3,600+ Stores / 120 - 135 Openings in 2009 


Growth Oriented, Brand Minded, Consumer Focused 
Stronger Media and Brand Focus (Both WM and Vendor) 
Store of the future 


Save Money - Live Better 
Win Day One and Week One 
Fast, Friendly, Clean — Win, Grow, Play — Save Money Live Better 


NMI Coverage: 3,000 Wal-Mart Stores ! 


Upcoming Activi 
More Space ! 
1 Case Space Gain in 2,000 Stores 
New graphics management m in January 2009 
MP2 remains dedicated to DS 


2 Holiday Pallets and 1 End Cap + BD&A 


One Acc rallet and One Wii Software Pallet 
Proposed Wil Software End - November 


Interactive Units - October Implementation 
MP2: Kirby, Pokemon, Touch Generation 


Tabs: 11/23, 11/30, 12/7, 12/14 


Holiday Pallets 


BD&A Pallet Program 


Upcoming MP - Kirby 


Be MTENEZDS § 


Our Partnership 


You are Nintendo's Eyes and Ears 


You are "The Enabler" 
Execution of Pallets, EndCaps, MP's 


Reporting 


OOS, Program Execution Status, Competitive Activity 


Education Critical ! 


Gamel |eraey 


Current Store Count 
588 Game Crazy's 
1,200 Game Zones by the end of the year 


Business climate = Better than Ever! 
Emerged from Bankruptcy in May 2008 


+ Only successful stores still in 
business 

+ No additional store closures! 

* No Franchise affiliates 


Company strategy 


Game Crazy is focused on growing their bu: 
specifically targeting the expanded audience 


Growth 


New stores 


Plans to add 300-600 new stores by end of 
2009 
Many stores will be stand-alone locations 


New Store Concept 
New stores will be brighter and less crowded 
Less intimidating to attract expanded audience 


Current store expansion 


Game Crazy will be doubling their current space 
in over 300 stores 


Remodels 


Remodels 


Game Crazy space will grown from 600 sq 
ft - 1200 sq ft 


Merchandising 


Strategy 
Implement POP that attracts the expanded 
audience 


Drive sales of Evergreen & Touch Generation 
titles 


Extend placement on Hollywood Video side 


NMI Key Objective 


Ensure compliance of items to be placed on 
Hollywood Video side 
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Hollywood Video POP 


_—_ 


Additional examples 
Empty boxes at Hollywood 
cash wrap 
New “Portal” end-cap 


NMI Support 


Be the Nintendo ambassador 
Develop the relationship to capture the 
hearts and minds of the Game Crazy 
associate 


Keep us ahead of the competition 


Report successes and failures from Sony 
and Microsoft 

Find out how the competition is 
impressing the Game Crazy Associate 
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Target Strategy 


Free from vanity, modest 


Validate, confirm 


To influence, move, affect 


TARGET) Retail Overview 


Video Games is most productive department 
1649 active stores, NMI services 1523 


74 new stores planned 


Susan Clesson is acting Regional Manager 
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©) TARGET, Upcoming Activity 
Target sponsored store-level accessory incentive 
Space gain of 12' for Wii platform on 11/9 
DS pharmacy side cap from 9/14 - 12/28 
Wii Fit End-Cap from 9/28 - 11/15 


Accessory 3-pack Starter Kit 


November Nunchuck and Classic checklane placement 


TARGET) NMI Objectives 


Educate associates about accessories and which games 
support multi-player fun 


Keep the pharmacy side cap full 


Wii Fit endcap monitor installation between 9/28 and 
10/10, 10/5 is the goal 


Sell associates on our holiday titles 
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Circuit City Overview 


Approximately 700 Total Stores - 51 total "City es today with 25 
openings planned through the end of the year! 


Business Climate 
Circuit continues to increase resources and focus at store level 
The focus is on a "Solution" Selling Model 
Video games continues to be a growth category for Circuit, with 
increased emphasis and exposure overall 
Video Games receives majority of internal resource: 
Circuit City does 54% of its total volume in the top 


Company strategy 
To continue migration from transactional customer relationship to a 
preferred gaming destination 


Our focus will continue on the top 200 stores and "The City" stores 


"The City" Stores 


Game sales up 30% over average store 
Game Area Is the top traffic & hang time 
Enhanced Experience on HD Interacti 
Gaming Event: Tournaments 


Circuit City / In Store Merchandising 
DS Endcap Update 


Timeline 
Early September - prototype will be sent out to one store 
Late October - In top 200 stores we will roll out new DS Endcap 


Wii Fit Endcap 


Up through October 


Social Gaming 
Create Excitement } 
ores will expand up to 48 feet 
Games Featured Include 
ai 
Guitar Hero 
Rock Band 
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Circuit City / NMI partnership 


In-store 
Merchandising 


ction Standards in some st nich allow 
to be put out on floor and not behind fror k 

glass counters 

New Release" End Cap - Nintendo titles are featured during 

launche 

City Deal” Sections for solution 


Product Education 
Educate store personnel on new launches and opportunity tc 
hold in store education seminar for top stores in 2009. 


Restock Products 
Continue to place merchandise out on she 


possible 


Circuit City / Advertising 
Holiday Advertising Plan 


Key launches will be featured in ad with prime 
placement and display support 

Continued support of Evergreen titles featuring 
expanded audience themes 

2 monthly ads on both Wii and DS 

Black Friday Bundle Participation 


Circuit City / NMI Opportunities 


Opportunities 
How can we help improve the in store presence and shopping 
experience? 
Improve Accessibility of Product 


Partner with management to go into backrooms and bring 
it out to the floo: 


Help with set up of DS Endcaps in the top 200 stores 
Surveys on in store environment 
Displays - strive to place out of section 


Aligning with the weekly ads and ensuring that product is out 
on the shelf 


Thank you for your support 
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MERCHANDISING 


What we are all about 


¢ Our Structure 

¢ Staff Introductions 

¢ What is Merchandising? 
¢ What Do We Do? 

¢ What Are Our Plans? 

¢ Wrap Up- Q&A 


Introducing 


the Merchandising 
Department... 


Phil Raub 


* When did | start at Nintendo: October 
2007 


* Previous Job: The Gop 


* Why aid | pick Nintendo: | really fee! like | 
con relate to italian plumbers 


* What do | ike best about my job: Taking 
conference calls from the Chili's parking lot 
(especially when Noncy won't let me tum on 
the A/C In the cor...becouse Mary Jo 
doesn't want to go over on the ground 
transportation budget) 


+ What would | change: The name of 


NM1...seriously you can't have on acronym 
Inside of another acronym. 


Denise Chacon 


Heather Burton 


+ When did | start ot Nintendo: September 
16, 2007 


* What do I do: | work on non-lounch 
programs which include Nintendo initiatives, 
interactivity and retail category 
development 


* What do I like the best about my job: The 
untapped potential of reaching our 
‘audience through the retail environment 


* What would | change: Retail’s view on how 
goming should be communicated to 
consumers 


Bonnie Honold 


Brandon Shriber 


When did | start at Nintendo: August 6 2007. 

attived @ the hotel @ 3Am offer many, many flight 

delays and still made it to work @ Bam an Monday. 
= Iraveled for 7 out of my first 8 weeks for training 


Previous Job: Konami Digital Entertoinment, os 
Creative Director. | was there for 7 years 


Why did I pick Nintendo: Nintendo is innovative & 

good os people. Inave never heard anything 

f 1d about Nintendo. Now that I'm here | know itis 
Tue. 


What do | like the best about my job (so fan): The 
people & the ability | have to make changes & 
‘advancements in the department & what we 
produce 


What would | change : Some of the old systems ( 
Borg) 


Amy Reidt 


Monique Catley Lu Estes 


mer-chan-dis-ing alsomerchan-dizing = (MOF ch wd 2 


NOUN: 

Merchandising Is the way we present products to attract the 
attention of consumers and create soles. To be effective. 
merchandising needs to be closely connected ond consistent 
with all other parts of the sales process. 

This includes advertising, promotions, display fixtures, signage 
and sales strategies. 


After all, we have 2.5 seconds to engage the consumer and 
persuade them to make a purchase. 


Merchandising 
Solutions 


TSGUGCH GENERATIONS 


Launch Programs 


* Holiday Plans 
* Touch Generations re-launch 
* Nintendo World Store Take Over's 


Non-launch Programs 
+ Nintendo Retail Meetings- June 2008 


+ DS Initiatives 
* Category Initiatives ot Retail 


Re-launching 
September 2008 


Mario Kart World Store 
Launch Take Over 


Wii Fit World Store 
Launch Take Over 


Wario & Kirby World Store 
Launch Take Over 


Premiums-The New Plan 


DS Pink Compact Mirror 

DS Cinch/Pouches (DS F ry! 

T-shirts, DS White w/ grey & Pink W/ white 
T-shirts, Wil -Blue w/ white & Grey W/ white 
Hat - Wil & DS/Baseball Cap 

Water Bollles- Plastic (reusable) 
Notebooks/Journals 

Rubberized bracelets- Pink, Grey, White, Blue 
Lanyard - DS 

Lanyard - Wii 

Pen-Wii & OS 

NINTENDO POST IT PAD 

DVD holder 


DS Initiatives 


Due to the success of the Retail Meetings in June, 
Nintendo has been able to pursue initiatives 
geared at driving DS hardware and software 
sales at retail. A few of the display programs we 
have installed or are working on are: 


Wal-Mart 
DS MP2 Display 

Program Launched: 6/08 
ty: 2200 displays 


Permanent DS Endcop. 
Program Lounched: 7/08 
Qly: 2100 universal displays 


Bost Buy 

Paimonent DS Endcoy 
Program Launches; 9/08 
ly: 850 displays 


Circuit City 

Permanent DS Endcap 
Program Launches: Est 10/08 
Qly. 200 displays 


Babies R Us 
OS Test Endcap 
Progrom Launched: 8/25/08 
Qly: 30 displays 


Questions? 


* Re-cap of Marketing Initiatives 
* Thank you (NWS, Channel, Sales and Merchandising Teams) 
* NMI's role in facilitating these initiatives 


NMI 2008 National Meeting 


# IS Module 


Dave Diederich 
John Harbottle 
Joon Huh 
Ryan Clark 


4 Agenda 


= Introductions 

= FAQ 

= New Equipment 

« NMI Retail Updates 
« Machine Updates 

= Corporate Initiatives 
= Questions 


| Introductions 


= Some new people: 
» Joon Huh 
» Ryan Clark 
a Thanks to John, Joon, and Ryan 
= Todd and Joel have moved on to new 


FAQ 


a Email sent out before meeting 


a Battery issues 
» Between store calls, place Fujitsu in 


suspend and use car charger 


« Shut down Fujitsu to fully charge 
« Work with your DS before requesting 


= Photos and email OQ 


another battery 


« Limit to only a few photos, if absolutely 


necessary 


| New Equipment 


= New printer 

= HP Photosmart D7260 
= DVD/CD drive 

» USB, external powered 
= Module giveaway 


NMI Retail Updates 


= Retail footage tracking 


Track by store 


= Store call cycle changes 


No more Top Volume 
New store statuses: 
» Priority, Bi-weekly, Monthly, Quarterly 
Only two CRP groups now A 
Priority and Bi-weekly stores can be 
assigned to multiple groups a) 
Monthly Performance changes 
Retail Rep Overview changes 


z Machine Updates 


= Internet Explorer v7 

= Microsoft Office 2003 

= Anti-virus file updates 

= Adobe Acrobat reader v9 


| Corporate Initiatives 


« MS Outlook Ko 
« Dial-up connections to use VPN 


= MS SharePoint 


Questions?? 


= Thanks for coming! 


x. ke 


() 


“MU NATIONAL MEETING 


LICENSED PRODUCTS ) 
MODULE 


*» Sandy Hatcher, Sr. Manager 

— Licensed Software/Accessories 
“» Damon Baker, Manager 

— Brand Licensing 


LICENSED PRODUCTS QO 5% 
MODULE 


WHAT'S ON THE AGENDA 

» Third Party Software Update — Sandy 
«+ Brand Licensing — Damon 

+ Q&A — Sandy and Damon 


YOU HAD QUESTIONS 


WE'LL ADDRESS THEM ~ 
HEAD - ON! 


PLUS MORE! 


FIRST... 
How IMPORTANT is (@) 
Third Party Business to Nintendo? 
*» Third party partners are responsible for 
close to 60% of Nintendo's software 
business and contribute to Nintendo's 


overall bottom line profitability. 


AOTTON IN. 


¢ No Publishers 
* We don't compete 
* They are that important!! 


Who Finished On Top? 
First Half 2008 O \ 


60% of Third Party software came from 
these six partners: 

* ACTIVISION (#3 2007) 

 UBISOFT (#2 2007) 

* EA (#1 2007) 

“THQ (#4 2007) 

* SEGA (#6 2007) 

*:LUCASARTS (NOT RANKED IN 2007) 


YOUR QUESTION OC? 


There is a perception among retailers and 
game reviewers that we have relaxed our 
standards for third party developers who 
wish to publish Wii games. Is there a 
danger in allowing games of questionable 
quality to enter the market and negatively 
impact the Nintendo brand? 


Let's Define 
"PUBLISHER" ) \ 


(aka "Licensee") 


An independent company who has 
contracted with Nintendo for the use of 


Nintendo technology and/or images in 
the creation of their product. 


AND WE HAVE aad C4 
ZN 


A) tm 
Wil) PODS! 


(2 DS Publishe 


What's the role of the 
respective partner? Q 


Role of Publisher Role of Nintendo 
¢ Work with the Developers| |e Establishes development 


¢ Market the product guidelines. 
(determines PR ¢ Establishes packaging 
message, and image guidelines. 


announcements, media 5 
campaign, ¢ Approves marketing 


merchandising, channel assets (not plan). 
promotions, etc...) Manufactures the 
Forecast / Order / Sell the Product. 


product. We do not judge the 
| quality. 


Who Determines Quality?(_) 


These titles received low metacritic scores 
(aka: crap-o-meter) 
*» Mario and Sonic at the Olympic Games 
“ Carnival Games 
*» Guitar Hero: Aerosmith 
* Cooking Mama 
*& Wii Play 
* Sonic Riders: Zero Gravity 


It's in the Eye of the Beholder © 


*» Core gamer vs. a 45-minute game player 
or the "Expanded Audience" — different 
rating. 

* Different games appeal to different levels 
of players. 

“ "Cheap" doesn't always mean low quality. 

*» Just like with any other consumer product, 
clothing, TV., home appliances, there are 
different levels of quality. 


‘Myth: 3" parties games are of poor quality. 


What happens when the % 
“Expanded Audience" SR, 


* Guitar Hero Ill: Legend of Rock 

* Mario & Sonic at the Olympic Games 
Carnival Games 

* Rayman Raving Rabbids 

* Lego Star Wars: The Complete Saga 

“ Game Party 
Madden NFL ‘08 

* Tiger Woods PGA Tour '08 
Resident Evil 4 


Myth: 3 parties games are of poor quailty. 


Challenges to Publis 
Success in the New Gen Atho 


Traditional Success Nintendo Success 

+ Strong Graphics + Re-engage 

+ Clearly defined consumers who had 
demographic (16-30 stopped playing 
year old male). + Attract new gamers 

+ Increasingly complex +» Create products that 
control schemes — appeal to everyone 
"Gamers Games" (core gamers and new 

gamers alike) 


NINTENDO CAN HELP Poste? * 
MAKE THOSE "QUALITY" TITL \ 


Publishers Objective: Nintendo's Objective: 


Get support for their titles, Find the titles that are going 
i.e., either with marketing to sell HW and provide 
$$ or marketing exposure. variety. 


Multiple Steps 


*» Development duration can take 6 months ~ 
years 


“ Evaluation — comments/suggestions 


*» Development support - Requires support fri 
both licensing and engineering department 


* Lot check 


* Manufacturing 
o 
* Retail ~“ 


u 9 tos T ANALYSIS 


os} 


Bottom line 
Publishers are responsible for me ft 


«+ We can help them — but Nintendo is a 
publisher too and is a direct competitor of 
3" party products (and vice versa). 


+ Aclear separation of the first and third 
party business is necessary in order to 
avoid any appearance of impropriety. 


‘Share of business is combined DS and Wi SW ~ NPD May 2008 


How can companies like Datel and Nyko make 
similar nunchuks to ours and not violate any 
patent laws? 


THEY GANT 


June of 2008 - Nintendo filed a lawsuit against Nyko 
Technologies, Inc. relating to Nyko’s design and sale of 
a “Wireless Nunchuck” controller that infringes 
Nintendo's trademark and patent rights. 


July 31, 2008 - Nintendo filed a motion for a preliminary 
injunction to prevent Nyko from continuing to sell 
products that infringe on Nintendo's intellectual 
property. 


YOUR QUESTION OC? 


What exactly are a third party's benefits 
to licensing accessories? More and 
more accessories seem to be unlicensed 
than ever before. 


Benefit is Quality me 4 
JY 


Quality = Seal 
ce) Seal = Higher Sales 


*» Accessories Bundled with Licensed 
Software 


> Assures quality — if it's bundled with 
licensed software it's been tested, approved 
and licensed. 
*» Stand-Alone Accessories 


> If the seal is on the box, it's been tested, 
approved and licensed. 


YOUR QUESTION OC? 


* Why are some hot titles available for the 
competition and not to Nintendo, or yet, if 
we do get the title, it's usually "after" the 
competition? 


“> Why do we only get certain titles from EA 
the other companies get? Specifically EA 
Hockey and NASCAR. Or other licensees 
like Call of Duty 4? 


Product Development @) a 


“ Xbox 360 and PS3 can be developed 
simultaneous using same dev team. 
Develop on one — port to another 


* Wii/DS — The Wii Remote and DS touch 
screen are unique. Requires completely 
different code — unique dev team. 


*» As-the installed base grows and our gaming 
audience expands — so will the library! 


YOUR QUESTION O®? 


Will NOA translate and publish games 
from Japan to the U.S. that are not 15/24 


» party? 


* If Nintendo publishes another company's game, 
it's considered "24 party." So we would if: 


> Game is good (Final Fantasy) 
> Japanese publisher with ties to NCL 


YOUR QUESTION OC? 


Why is there no set symbol system on 
the back of games? Like number of 


players, etc.? 
“ Publishers must adhere to packaging 


guidelines and use these icons 
Be 
0-00 bm 


») a res 
Pale, 


YOUR QUESTION OP 


Will we get.... 
* Rock Band with downloadable content? 
YES! 
Hockey 
YES! 
Call of Duty 
YES! 
% GTA 
YES! 
> FINAL FANTASY 
Yes! 
* NASCAR 
MAYBE...@ 
But we will have - Need For Speed Undercover 


YOUR QUESTION © 


And last.. Phrased 35 different ways: 
What's coming out in Q4 and how can we 
get info before retail? 

“ Withholding information is not our choice. We 


have to respect our partners — it's their business — 
their information — their timeline. 


“» RESOURCES: 
> Nintendo Channel — check it every week 
Updated every Monday at 9:00 am PST. 


>» Monthly report uploaded to your “NMI Files Folder" 
> Subscribe to GameDaily Biz it's FREE! 


Third Party Holiday 


Line-Up for Wii @ @) \ 
ACTIVISION. 


Cabela's Dangerous Hunts 2009 — Sepiember 

* Call of Duty: World at War — Vovember 

* Guitar Hero® World Tour - (bundled with guitar, 
drum and microphone) — Oclober 
Kung Fu Panda: Legendary Warriors™ — November 
Rapala Fishing Frenzy (bundled with fishing pole) 
— September 
Spider-Man: Web of Shadows - October 


Third Party Holiday , 
Line-Up for Wii ©) 


INTERACTIVE 
STUDIOS 


* High School Musical 3: Senior Year DANCE! 
(bundled with microphone) - October 


“ Disney Sing It! (bundled with microphone) — 
September 


* Ultimate Band - November 
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Third Party Holiday 


Line-Up for Wii @) Q 


Boogie™ SuperStar - Oclober =) 


Celebrity Sports Showdown — October 

FIFA '09 All-Play — October 

Harry Potter and the Half Blood Prince — \Vovember 

My Sims Kingdom — October 

NBA Live '09 All-Play — Oclober 

Need for Speed Undercover (works w/ Logitech's Force Feedback 
steering wheel) — November 

Nerf™ "N-Strike" (bundled w/Nerf Blaster) — Vovember 

Rock Band 2 (bundled w/ guitar, drum, microphone) — November 
Skate It - overnber 


COS S$eesroes 


Third Party Holiday 


Line-Up for Wii G3) GAN 


3) 


LUCASARTS, 


* Star Wars™: The Clone Wars™: Lightsaber 
Duels™ — November 


Third Party Holiday 
Line-Up for Wii 


* Samba de Amigo™ — September 
“ Sonic Unleashed™ - November 


Third Party Holiday 


Line-Up for Wii 9 O » 


cS) 


* Carnival Games: Mini-Golf™ — Sepiember 
** NHL® 2K9 - Sepiember 


Third Party Holiday 


Line-Up for Wii @ O 
Vrr102 4 2) 


All Star Cheer Squad™ — October 

Are You Smarter than a Fifth Grader — October 

de Blob — September 

The Naked Brothers Band: The Videogame — Oclober 
WWE® Smackdown® vs. Raw® 2009 - November 


Third Party Holiday 


Line-Up for Wii 3) '@) Ls 
‘@) UBISOFT 


Brothers in Arms Double Time — August/September 
Circus Games — November 

* Hell's Kitchen — September 
The Price Is Right - September 
Rayman Raving Rabbids TV Party (uses Balance 
Board) — November 
Shaun White Snowboarding — (uses Balance Board) 
November 
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Third Party Holiday 


Line-Up for Wii GIN 


* Lego Batman: The Video Game - Sepiember 


GAN 


LET'S TAKE A LOOK AT SOME VIDEO. . 
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Brand Licensing 101 


What we do: 

+ Licensing is used by brand owners to extend a trademark or 
character onto products of a completely different nature. 

* Work with established 3"-party manufacturers to create unique and 
exciting products which strengthen the Nintendo Brand. 


Kyaha Youhide 
Brand Speci 


Sergoods 
(naterty env) 


Brand Licensing 101 


What we do: 
— Cover all territories worldwide outside of Japan and Korea 
— 6 licensing agencies representing NOA intemationally covering Latin 
America, Europe, Australia and the Middle East 
— Over 125 active licensees domestically and internationally 


Brand Licensing 101 


Three main categories: 


Hardgoods Softgoods Gaming accessories 


Brand Licensing 101 


Additional Responsibilities: 
— International Promotions 
— Entertainment Licensing 
— Strategy Guides 


Brand Licensing 101 


Department goals/objectives 
1. Support Nintendo core products 


Super Mario Galaxy launch at GameStop — Nov07 


= = 


Brand Licensing 101 


Department goals/objectives 
1. Support Nintendo core products 


Wi Fit licensed promotion Best Buy — Aug08 
wiirit 


wii: an 


ANFit 


Brand Licensing 101 


Department goals/objectives 
2. Help cater to and grow the expanded audience 


Brand Licensing 101 
Department goals/objectives sf y aida 
2. Help cater to and grow the ee Le 
we Z \)) 


expanded audience eu 


Brand Licensing 101 


Department goals/objectives 
3. Retain the existing Nintendo fanbase 


Brand Licensing 101 


Department goals/objectives 
3. Retain the existing Nintendo fanbase anne 


Brand Licensing 101 


Approval Process: 
- Gaming Accessory vs. Merchandise 
- Timelines 
- Licensed vs, Unlicensed 


Which keyboard is unlicensed? 


Brand Licensing 101 


Approval Process: 
Case-Study: KFC Premiums 


MARKETING 


Mario 
KART LAUNCHER 


Princess & Yoshi Racers 
With Wil Wheel Key Launchers 


Princess Peach Molded aa part of cs in 


REVISED 


‘ORIGINAL 


Princess Peach 


‘Avea Nattened 10 
coma cut of maid 


REVISED 


ORIGINAL 


‘Maxx Marketing 05.16.08) 


AVILEF LOMO BE 
LEWD CAO ME 
DTRSu 

fe 0 Rol ts es be ef ope PR enctione 


‘soon, 
Grange na lom fie tie so bat 


ie atehers wit completaly 


Can the top two mufflers be white, al least? This color is 

an important characterisbc of Peach kart. 
DVII—t 

Shake rere eta 


Joy heca el AIS 
BOT HERIFTCEEY, 
BON 


CUBAT CHAI, 


Praga 
DEBIT CHAU 


oR Sa 


Sckery added Ja Phetoatop 


te 


KFC Mario Kart — Princess Color Clay Model with Mock Stickers 
July 11, 2008 


KFC Mario Kart ~ Peach Sticker Sheet 
July 15, 2008 


Approx: 68cm x Liem 


Princess Peach 


‘Ava attoned 10 
come cut of mold 


REVISED 


‘Avoa wil bathe shape of 
ho ey for tom 10 achieve 
functionaéty of tay 


ORIGINAL @ 


Revised Color Models 
Sent 7/31/08 
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Brand Licensing 101 


Official Nintendo Seal 
- Ensures safe and approved consumer products 
Abides by new green procurement standards 
Testing specs consistent worldwide 
Support encouraged by all software licensees 
(bundling) and retailers (roto ads) 


Official 


Seal 


Brand Licensing 101 


Retail Presence 


* e © amazon.com 
WALMART © f= 


URBAN OUTFITTERS HOF TOKO Opie | K 
vovsEPus GameStop 


ro Gay] KOHES 
expect great things . 
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Brand Licensing 101 


Typical Store Layout — Super Walmart 


Brand Licensing 101 


Retail Presence 


- Mass-Market 
+ Walmart 
* Costco 
+ Supermarkets 


Brand Licensing 101 


Retail Presence 
-  Mid-Tier 
+ Target 
« JC Penney 
* Kohl's 
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Brand Licensing 101 


Retail Presence 
- Specialty 
* Best Buy 
+ TRU 
* GameStop 


Brand Licensing 101 


Retail Presence 
Boutique 
* Hot Topic 
* Urban Outfitters 
* Limited Too 


Brand Licensing 101 


Group Activity: 
New Product Brainstorm! 
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Brand Licensing 101 


Q&A 


ORAFT - Mode Mames x Other Names Mot final 
Date: 6/13/08 
GAME FACTS 


Format 
Rolease 

ESRB Rating 

Game TypelGenre 

Contact Steven Grimm/Jonathan Yeckley 

Target Audience Expanded audionce, families, people interested in music 
Players 14 

Developer Nintendo 

‘Accessories Wii Remote, Nunchus, Wil Balance Board 

Language English, Spanish, French 

Connections, WiConnect24 


Key Information 
oone 


Join a band and jam up with up to four friends! Anyone can play the huge selection of 
instruments in Wii Music with simple motions—like strumming and drumming! 


‘ eauy a pay rte ams. Everyone n yur bad jar by erp sng rr rtraets oa bl cla xorg by ergrorrg 
‘ner oars contra Phy tner. Pay Boner. Sip able Crom ea mare Na maser what yous, Ws tame asatcaly 
Wanaka yur pier eyrgaito great uit Tha ace a alanes bro are oes fal lg ie use et ef 


‘a certo marta youinihe music. Youcan play most bw. 0 pas etnanarts in Wi RAmic ug sige motor maha Wh 
Famcte ae He? corte Stan}o play gut, barf, are wat Oru a play jr dus orga andere rural Hare 
{nay play pro, btoghore, sed areal Uribe os uae games, Wt Maas Seu mah you use may crrglanbara Yoo 
rye tata pag a einer 


“MWe nani oer vty aabens mays lo mate mae, You che he sng: you coos the nase, So yaean Base eugh a 
tek abe en Bevovers Ode 9 Joy et rua seal yen Searesrugh Fa er eanarwur Hrerdo args ie be Supe 
‘ara Bes tre en abr Amaean rer, The tong Ils yah poet's hom you peonsewan songs uk 
mated 


+ Sand yer barr aces o WA Ferd ho hav WAN Thy eae yu Ml Darel mars yr ayes epee hes, 
lind our irunart echo. Thy can witch You recor Bras. play oe past yur tog, ban sd thar mated rec 
‘haa yous So you can send krproy ura bac are aah ore Wert, charge Bem apa oe ape 


Instruments: Pick jp and Pla’ 


Moet of Wa Muse's instruments are played pari using simple mation controls, as shown below. A 
handful of instruments, such asthe Saxophone, ae played primaniy by pressing buttons. 


“bss ram Set Just Oren 
Tag he drum atin beet 
ante pe Wa Rema corte 
Und arc cour ss cua, 


‘Addiional Button Cont 
Iaieetoamacts cee assert 


Hekdeg te 8 Baton cus of each 
Bare neater a cipped acest 
Eat 

‘Serophonase TH APress ullonst Vien wow & Pies Buona! 

Held re Wi Farcte yor maths magne a Vole kehed cr your 

feeyonetotnac tina. tentt 

tte Wi Rance pmardiobel ut tout 

(rust done pay qty. Yoo 

Canplay seca by peace basis 


Jam Masters: Play Toward Maste! 

eee eee tere) 

‘Wi Muse stands in a clas of ts onn. Compared to mos ther muse games, which penaze payers it 
thy dont play petty, Wa Mss ts amusea playground wher het ae ia mistakes. But here a 
‘eal ies waysto ply theinsroments and sangs, and that's whee tho ja masters come i 


Wen not playing with riod, you can 
invate jam masters to play wth you. They/t 
{ein a session playing an instrument that 
f2ach thinks is strong for a specife song 
You can simply enjoy the musical 
ccamaracera, or pick up insrument tips by 
Watching them jam! 


Each ofthe 60 plus instruments has alot 
‘of musical depth and variety. The jam 
‘masters wil show you lets of techniques 
for many of these instruments, then ask 
{you to fellow thir examples. They stant 
‘wih the simplest techniques, then as you 
‘master each eno, shaw you even mera 
‘nuanced ones 


Every band has sx members: Two play the main melody, two cover the percussion beats, one covers 
tho bass groove, and one uses tha song’ chords fo suppor the melody. As a band, te six members 
‘ten play their special parts af tho same tee, though each player can jam howevee and whenerec he 
‘or sho wants. Play al at ence. Tako turns in tha spettght. Pair up In creative ways throughout the song 
‘You can bring the band 1 ia by yoursll, playing one part a atime-—ce wih up to for players) 


Solo play: When you play by yoursel, you can 
fad ene part a a tene to arrange tho whee song 
‘exactly how you want. Jam masters are.on hand 
toback up your band in any paris you need Hed 


‘Multiplayer: When in a band with hinds, up to four 
‘people can be band members 


Wit Friends: Using WiConnect24, you can send 
{your Jam recordings to Wil Friends who own Wit 
usc. The recipients can then watch your 
performance, medty 10 ther thing, and send their 
‘aged jam recordings back to you! 


\WHi Music includes many ether maxes besides the main band jams, including several musical games 
{and an enhanced video playback mods for recorded jams 


ave Mode Oj nasog aWl4Raeia tia Kaneeaa Made nia mutes nrizane 


Gostinealjnrcenoass 


Animal Crossing’: 
City Folk 


Date: 7/9/08 
GAME FACTS 
7) | 


Ri November 16, 2008 
Game Type/Genre ‘Community Simulation 


Targat Audience 8+, Animal Crossing Fans, Parents and Chikiren, 


aun os 


Oeveloper EAD 


Language English, Franch, Spanish 


Key Information 
COUR UU EU 
Iie wore an endless vacation, what would you do? 


Go fishing, caect shets, or watch freworks wth tiends? Build a snowman, exchange presents wih tary. or 
‘decorate your house for tha holidays? Take a vip to th ety, go.on a shopping spree, or vist fiends fom alt over the 
‘cho? In Animal Crossing, life maves af a relaxed pace, but the word bins with endless poset 


Thare's always something new fo do! Inthe iving, breathing word of Animal Crossing, days and seasons pass io 
18a time, 60 theea's always Soming to discover. Catch frofes in tho summer, go rick-ortreaing on Hallowen, of 
hunt fer eggs on Bunny Day, I yout nthe moed fr something a lita faster paced, taka arp ina the altnew city 
‘and calch a show atthe theater, chock out the gales af Graci’s Boutique, ct charige up your look atthe salon! But it 
{You don shaw your face for tos lang, your neighbors wil iss youl 


The pertect placo to hang out with flends! Tho hoan of Animal Crossing is buidng relationships with other 
players as wel aa tho animals in your town. ve with up fo three cther people from your household and build the 
perfect iawn together! Design cethes and patieans, wre letire, and post messages on the butetin board for each 
‘ther, of invite upto three friends fo vist your town using Nintendo W+Fi Connection-with the new Wi Microphone 
(nano TBD), i's Wea you'r al a tha sama room! 


Get to know your neighbors! Betiend your animal nelghbors by exchanging eters, gts, and favors. Animals can 
also move fom Lown 1a lawn, and when they do, hey bring ther memories of ite in your fiends! towns wit them, 
‘And since animals are nctcriousy loose-tpped, they epi alt the juicy detas! 


Express your personal style! Custeei2e your (own, your house, and yourself by eotecting bugs, tah, fos, 
futuro, clothes, and accessories. You can alzo goto the salon in tha iy to change your haireya and get a 
makeover. Plus, if you design clthes in the talor’s shop, animals wil wear ther and maybe even bing ther to ether 
towns! 


Game description 


‘You make the whole story, as you and up to three other players move 
into a town and just live Hfe. Befriend your animal neighbors, decorate 
}your house with cool furnishings, fil up your wardrobe, get to know the 
focal wildlife, take a trip to the new city, and just explore the world. 
‘There are a milion different ways to play. 


Famifar faces such as K.K. Slider, Tor Nook, Blathers, and Mr. 
Resett, all appear in this installment, as wall as a bunch of all-new 
characters, Many of the characters viho occasionally visited your 
town in pravious Animal Crossing games have now set up 
‘permanent shop in the city, so you can see them anylio 


me De ription 

See Rese wawwwwes 
Move into town, buy a house, and then do whatever you 
‘want! Time and seasons pass as thay doin the real 
world, so there's always something different happening 
Collect over 2,400 items, betriand your animal neighbors, 
90 fishing, caich bugs, dig up treasure, hang out with 
‘other players, of take a trip to the new city. 


Use the Wi Remote pointer to type letters, use items, 
. draw dazigns for clothing or wallpaper, drag clothing or 
Special Powers/ items onto your characters, interact with animals or objects, 

Weapons/Moves/ ‘orlead your character around the world, Use Nintendo 

Featu WEC to hang out in real time with up to three of your 
friends. You can also send them emails and text 
‘messages from the game! 


New Features 


[OUR RUE REE REESE ES 
The City 


V9 to the alhinaw cy 1 auction items to your hiends, da soma high-end shopping at Grace's boutique, 
(ge atti maksover, catch a shaw at the theater, of scope oUt the Happy Room Acadsmi/’s top-scoring housot 


Cee 
Wii Speak (TBD) 


Use the Wi Nerophone (TBD) to chat with Bends in real 
time! 


Calendar 
Tes 


fae 7 
‘ aa ria iets San trae 


experience diferent actives, hetdays, 
and seasens. 


Ways to Play 


on8 
Collect, collect, collect! 


CCtlect al types of tui, tom bugs and fish to clothes and fossst 


Create designs lo decceate yourcell, your fiends, and your surroundings! 


Ways to Play 


SPS P RPP 
There's always something new! 


oP Pe 


Visit your town at ciforent times to experience ferent achities, evens, and seasons! 


Personal Trainer™: 
Cooking 


Date: 08/14/08 
GAME FACTS: 


11/24/08 


“Projected ESRB Rating =~ Acohol Reference 
Gamo ae ear aa 
Target Audionce Expanded audionco, aaa ‘cooks 


Developer Indies Zero 


Language English Only 


Information 


Personal Trainer: Cooking is a traning tle that beings gourmet cocking from around the gobs to your 
‘Notendo DS. 1 features a OS Chat, yeur ox pevate cooking instructor who talks you threugh 245+ recipes 
from aver 20 counivies worldwide Ii a combination of interactive cockbook and live cooking demonsraien 
{hal have you cocking tka a peo, even f youve never bed alae bolero 


+ Learn from the best! You andthe Chet will 
collabora cn a wide Variety of recipes, wah 
¥idoos of techniques, explanations of ingecfenis, 
‘and export advice. With ts nnavaive interlace 
Iho interactivity thal only tha DS can provide, 
it aparfect learning toa forthe bucking hot 
‘+ Shop with the DSI As you browse recipes, just 
{ap a box to mark ingrectonts you need to buy 
The DS wil automalially storo therm in yur in 
‘gama shopping It, Later you can take your DS to 
{ha store and check off ths ingredtonts as you put 
‘them in your cart. 
+ What do you want to cook today? Search for 
Tecipes by ingrecents, calorie coun, cooking lime, 
‘ifeuly, and more 
‘Talk back tothe Chet, Hands cavered in 
baller? Keep yout OS elean using voce 
‘command fo continue fo the next page, repeat a 
‘Step, go back, and more, 


Game Description 


‘Tho fst thing todo is sect a recip. Wah 245+ to choose from, Personal Trainer: Cooking makes easy to fin 
‘what you're looking for by helping you browsa by country, ingredients, cifcvty, cooking time, cooking technique, or 
‘even calorie count 

‘Once you'va found something that looks tasty, take a look a the ingredients, Out of butter or need to buy some: 
cumin? Just tap them with tha stylus to automaticaly a the ingredients to your Shopping List. Making saveral 
‘shes (onigh? Just knep tapping ingredents-your Shopping ist keeps dll in ona place fer you. 


Now that you've get your ingredients i's time to start cooking. The DS Chat is there with you, taking you through 
‘evar step aleng tha way. DonY know how to filet atieud? Watch the demonstration video when you get to that 
step. Didnt quia catch tho last siop? Just say "Repeat," and the Chet wil explain & again. You can pause the 
{cia af ay time fo consult the Cooking A-Z guide, and prompts will appear wilhin recipes for specifc terms you 
might need mora information about 


frish each recipa, you puta stamp on tha in-game calendar, 
‘making what youve made and when you made H. Later, you can 
‘search by whether ox nt youve made a dsh before, afowing you to 
peafect your technique on a particular recipe, or keep expanding your 
‘culinary hovacns. 

\Wth an extensive in-game reecence of cooking terms, pictures, and 
‘Geeenstration videos, you can talec your cocking experience to your 
eel of si, then watch that ski grow as you keep cooking 


on te en te fe ne 


123 
‘The game can be contrcled entirely withthe 45678910 


11:12:13 14 15 16.17 
recipe commands can be given by speaking to 1819202122238 
the 08 microphone 25 Gl27 28 29 00 31 
The keyword errch hcton wes handaiting 
recog, eo you can Spy wite ca 
you're looking for "sweet and sour” something 
Faby, ta ame handing ecopaon tweed 
tomate nets cn recipes Ityou want to 
remember to reduce the salt, oF simply that this 
tecpe was supe ast, the sow tes 
the sare ole the hand ten ne the 
cevkoode 


Release November 10, 2008 


Game Typ ‘Aclion Advent 


Targat Audionc Diamond/Pearl players, Ranger 1 players, TV fans 


Developer Creatures 


Language English 


Key Information 


Become a Pokémon Ranger and protect nature, rescue people, and Pokémon in need in the all-new 
region of Almia 


Use the Ranger Capture Styler in this Action Adventure! Pokémon Ranges. Shadows of Aimiais a unique 
‘Actice-Adverture game that features a diferent way 1 capture (lame) Pokémon with the DS Siytus, refered to 
1s the Ranger Capture Styer in the game. When you complete certain Quests, tho Ranger Union awards you 
‘wih Power-ups forthe Capture SIyler The Capture Styler upgrades to new functions and evcives as you work 
tobecome a Top Ranger 

Advance (0 Top Ranger while exploring the region of Alnval 

‘Your journey of exploration and aderture to become a Tep 

Ranger (the mast reveted Ranger of ll takes you fo the region 

‘of Armia. Gain experionce wh traveling to mary new areas in 

‘Aimia inducing oceans, ocosts, deserts, and many more 


Partner with Pokémon trom each type to complete Missions! 
CCaputing (Laing) a Pokdmen lows you to use ts ably and 
sive various problems you wil face alco tha way. Some of yout 
Range duties wil Ich Fong wise, recuing people in 
‘need, datvening an important package and mere. 

Includes Pokémon (rom Diamond and Pes! Pokémon 
Rngor Shadows of Ainiais ho frst game n tha Range series 
{o feature Oramond and Pear Pekimen—atowing mera vavety 
your game ply. 


Game escription 

reer tre 
In Pokdenan Ranger: Shadows of Aimia Ranger 2), you ence again play as 
Pokimen Ranger—nerhing 1 help people, Peimen, and nlure in an al pew area 
ated tho Alia Region. Staring ou as a Ranger Studer, you qc eam tho ile ot 
‘avi fedged Pekdmon Range As You succeed n more and mace Mssions, you wi 
apr to become te highest anger rank, "Top Range” 


(One day, a mysterious phenemencn begins when wid Pokmon stat acting violent 
‘As a member of he Rangers, you stat fo invesigae tha cause and fd out thal a big 
‘syncicat i attempting tora tha worl by harnessing the Pokimon's power. tis up 
{t0,you lohalt his syndicate’ nolaious plans and sat things ight in tho region of Alma, 


‘You use a davica cated the "Capture Styer to "lame" a wild Pokémon and attempt to 
Tatkt lato helping you out. Onca the Pokimen is convinced (captured), they wil fon 
You Vea ual you ute them to overcome various obstaces or help capture aber 

} Pokimen. As you level up, your Capture Styler wilimpeave and afow you to enjoy 
‘your adventure al the moro! 


Choote ftom hundreds of Pohimon fo assist you, You can choose tobe a boy or gil 


Game,noscription 


Capture wild Pokémon and create a team to clear obstacles and 
How to Progress puzzles encountered along the way. Alter utlizing a Pokémon’ 

ability, it wil leave your team; however, you will have a partner 
Pokémon that vill naver leave your sda. As you progress through 
Missions and Quosts, your Caplure Styler becomes more 
powerlul, giving you more Styler Energy and leveling you up to 
the advancement of Top Ranger! 


Through the Game 


Use the Capture Styler to capture wild Pokémon. Once they at 
Ghee posuere) caplued, wild Pokémon will follow the player around until their 
Shen aloe powers are used (either in a Poké Assist or a Field Move) 

Weapons/Moves/ 

Features *APoké Assist is when the player uses an already captured 
Pokémon to help capture another wild Pokémon. 
*A Field Nove is whan the player uses a captured Pokémon's 
power to clear an obstacle in their way. 


Adventures in Almial 


‘Becoming a Top Ranger takes you to the 
Region of Almia--a diferent land from the 
Fiore region featured in the first Ranger 
‘game and diferent than the regions seen in 
Pokémon Diamond and Peat 


‘This new region, Almia, Is twice the siza of 
the region in the previous Ranger game, 
bringing in a more dynamic storyline ful of 
adventure, Missions, and Quosts! 


‘Armia has saveral towns and villages that you 
will visit along the way. In addition, facilities, 
that support Ranger duties, such as the 
Rangor Base (where you can recharge your 
‘Sylar and receive new Missions) are located 
‘across the region. 


reve eee eee) 
Embark on an adventure with Pokémon! 


Whe you ara capturing Pokikmon, your patnee Pokimon and fiend Pokiman help you wih their Pots Assists Below 
‘0.2 ow oxamplos of how tha various Poh Assists can affect your Styler line, 


Flowelsgronn tom a ‘Side be ein shake 
nayeution eet te 
“Sonedecreae Tender 
Partner with Pokémon 10 complete your Missions and Quests! 
You can rida on your Pekmen traveling through new terrain allowing you to averse the region of Ala wih ease 


5/2/08 
GAMEFACTS 


Game Type/Genro ‘Search and Solve 


cra ‘Audionce Fomales and Expanded Audience, Mystery Case Files fans 


Developer Big Fish Games 


ish, Fronch, 


Key Information 


‘Spot Clues to Find the rightful Hei 

Ittakes a keen set of ‘private eyes" lo identify the heir in this seek-and-solve detective story. Mystery 
Case Files: MillonHeir presents a new goneration of search-and-solve games for a new generation 
of Nintendo DS owners. Whether you ike to play for minutes at a time or hours a day, Mystery Case 
Files: MilionHeir has your game experience covered, 


Delve into the latest evolution of search-and-solve fun! The game showcases highly 
tailed interactive scenes in which players look for cleverly hidden items in order to solve 
tha case, an experiance made for the added ease and interaction of stylus controls. With 
Nintende DS specific controls and activities, Mystery Case Files: MilionHelr takes a bold 
‘ep into the Touch Generations with an all-new game in the accomplished Mystery Caso 
Files seri 


) Unique Nintendo DS-specitic features! Mystery Case Files: MillonHeir includes intutive 
touch sereen control using assistance items ike an X-Ray scanner, lash ight and more. Ae 
‘naw interactive objects and hands-on sleuthing like dusting for finger prints deepen the 
experiance 


6 Playing With Friende! Mystery Case Files: MillionHeir is the only Mystery Case Files game. 
to includ 
‘or comp: 
game-sharing DS Download Play so Iriends and family can share the experience. 


What's seek-and-solue? 


A search and solve game displays objects in plain sight for tha playor to find. Can you 
find both of the teddy bears? Hit Thora ar actualy tro9 of them 


ACF seek acdgehe emerge 


Game Description 


aon8 rrr 
Mystery Case Files: MilionHair is a complotely highly popular casual Mystery 
Gase Files franchise. Mystery Case Files: MillonHair is a saek-and-solve game where playa 
assume the rola of a detective who investigates quirky characters by searching through their 
environments. The objects are displayed in plain sight but are seamlessly interwoven into the 
illustration, making them challenging to find, 


Once a player finds enoug in objects in a certainarea, ine character and area wil be considered 
investigated. The player will then be prompted to move to the next potential 


Stylus-Controlled Ite 


With the stylus, players wield items that help the playar to solve the case. These items change 
tha game play and add depth o the experience. 


ver Hate 9 ot layers withave to move te fain around wih he sya 


More Stylus-Controlled Items 
eoneeen 


Gor ere tcerete 28 can pape entnsts mere hiton Bem by waing X-Ray Vision! 


Finding hidden objects is not the only activity in Mystery Case Files: MilionHir. Betwoon investigations, 

players are presented with entertaining brain teasers thal must be solved in order lo progress. Thaso 

mini-games add to the depth ol the experience by including game-play mechanics that reach beyond the 

core searcting elements. All of the mini-games utilize the DS stylus in ways that provide a true Touch- 
ne. 
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More mini-games 

See 8o mene 

games available only to Ni 
MillirnHeir’'s rendition of Mystery Caso Files isthe most feature-rich yet, Players use slylus 
control fo animate and solve brain teasars. As an example, take a look at his sketch-styla 
puzzle found in Mystery Case Files: MilionHeir. Follow the arrows to see where players wil 
Use the stylus. 


Abitabout the deve! oper 


Big Fish Games is the largost online distributor of casual games, achieving 
‘over 1 milion downloads per day 


Of the titles that are coming out ofthis leading casual development studio the 
‘The Big Fish Games wobsite focuses on online int 
{ostering a buzzing online community of casual game fans, 


Please visit wow.nintendo.com/mef to research the experience. 
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NMI NATIONAL MEETING 


SEPTEMBER 3-7, 2008 
LAS VEGAS, NV 


AGENDA 


w PHOTOS 

yv SECURITY POLICIES 

v HANDHELD BEST PRACTICES 
y FALL FOCUS 

w KEY ACCOUNT OPPORTUNITIES 
y PRODUCT EDUCATION 

v TERRITORY CHANGES 

v DENISON REPORT 

w REPQ&A 

vy LENGTH OF SERVICE 

v REMINDERS 


2007 PHOTO UPDATE 
Points of emphasis from 2007-08 photo module 
Coupetitive information 
Beyond ‘the borders of video games 
Improved breadth of coapetitive activity 
Inproved pictures 
Inproved descriptions 


2008-09 Changes 
Each rep assigned specific accounts as deterained by DS and RM 
Account responsibility may shift throughout the year 


SECURITY POLICY REVISION, 


+ 2007-08 Reneved emphasis on Security policies 
To improve coapliance 
¢ Consistent approach tovard non-cosp]iance 
+ Sign in and out at ALL stores 
Pail ‘ully compl y 
9 Fedde. ne mp the faa Hy 
Failure to £ully coaply the second tine: 
Weltien Varalrg 
+ Bag inspections at: entry/exit for ALL stores 
¢ Failure to fully coaply: 


Vertal Yarning & noted on Perfornance Sumary 48 8 goal 


+ Yultiple Himes in one day or on a subsequent work day: 


+ All warnings stay in effect for the annual review period 


HAND HELD BEST PRACTICES 
Tablet Mode In Stores 


Pouch Contents 
w Business card, Computer cleaning cloth 


Always wear strap 


Place in equipment bag when not in use 
v Entering and exiting stores 
y Restocking and Interactive repairs 


Close cover for storage 
Store in equipment bag insert 


Foll Focus 


SPECIAL PROJECTS 


+ Touch Generation Re-launch 
#2 titles (Clubhouse Games, Hotel Dusk) 
#New packaging 

«* DS Launches 


New Metallic Silver DS. 
Limited Pink Ribbon 
® Black Friday DS Bundles. ...Nov'08 


Fall Focus 


alnstallation of DS Endcap 


SPECIAL PROJECTS 


a 


@TARGET 


aWii Fit endcap installation 
atlovember Plano gram reset 
4DS Software Pharmacy sidecap 9/14-12/28 


ste 
Walmart ~~ 
4P2 case changeovers 
#MP1 case for Wii Music 
aWii Holiday Display 


Nintendo 


‘Tween section new location and continued maintenance 
Sonic shelf displayer 
Wario Shake endcap 


Fall Focus 


SPECIAL EVENTS 


Best Buy Rewards Event 
+ Late October/Early November 


Wii Mall Tour 


+ November and December 
Different cities than in 2007 
@ Pictures to verify initial setup 
@ Mandatory Weekend assistance (7 veekends in Nov./Dec.) 
4-6 hour game demos 
@ Demo replaces a workday during the same work week 


Modified checklist with emphasis on: 
4 Demos 
4 Restocking 
a Display Repair 


Focus product education on Touch 
Generation re-launch items 


Decreased time spent on product ed as 
the holidays draw closer 


Fall Focus 
KEY ACCOUNT OPPORTUNITIES 
@ Gather competitive information 
‘4 Within Electronics Dept. 
4 Throughout the store 
¢@ Make contact with store management 
4 Store Manager 
4 Department Manager 
Branding by platform 
@ Incremental acquisition 
¢ Weekend & after hours events 


@ Product Education 


Product Education 


AGENDA. 
Why is product education important? 
Required resources 
Presentation skills 
Delivery strategy 
3 E's 
Key Opportunities 


Why is Product Education 
Important? 


+ Educate store personnel on: 
- Our products 
- Services 
- The video game industry 
- Your role in their stores 
How to sell Nintendo Products 


* Provide hands on experience 
- Enhances their sales performance 


* Builds rapport 


Product Education 
Resources 


“Nintendo Power Magazine 

«Personal DS 

*Sell sheets 

+*New release dates (computer checklist) 
*Cyberscholar .com 

*Nsite 

“Nintendo.com 

+Retail Binder 


Presentation Skills 


A presentation is more than just talking, writing, 
or making a speech 


WHAT HAKES A SUCCESSFUL PRESENTATION? 


+ Knowledgeable about the product being presented 
+ Speak clearly & concisely 
Be enthusiastic 
+ Watch your body language-are you smiling, fidgeting, etc,. 
+ Be careful of industry jargon 


Product education is always a presentation whether it is 
five of forty five minutes 


Delivery Strategy 


Educate as early in the store call as possible 

Know when to and when not to educate store associates 
Maximize your education by speaking with a group 
Educate in a group using required resources 


Wake product education fun by giving quizzes & trivia 


questions to store personnel 


Educate at every available opportunity. Every sinute counts! 


3 E's of Product Educatio, 


Enthusiasm 


Edueation { | Execution 


3 E's of Product Education 
1.) Educate 
+ Knowledge (Nintendo HW & SH) 
+ Who is your audience? 
+ Preparation 


2.) Enthusiasm 
+ Excitement for your products 
+ Communicate your enthusiasa! 
Make it fun! 
> Quiz store personnel about your presentation 


Where to educate? ANYWHERE! ! 

Bring and use all the resources 

Hands-on play experience whenever possible 

Highlight the titles placed in the interactive 

Use your Nintendo Power 

Use the Binder and Nintendo Next 

Sell the benefits of Cyberscholar 

Ask them to download a game for the download station 

Peripheral strategies I.£. attachment & merchandising opportunities 


Key Opportunities 
DM meetings in home stores before store 
hours with all employees (pre-approved) 
MEM district level meetings 
District conference calls (GameStop) 
In store demos - work with supervisor 
Morning Meetings - at individual stores 


Store calls to educate all department 
personnel (FT/PT) 


Educate all "key" store personnel 
> Store Manager 
> Loss Prevention 
> Processing/Receiving Manager 
>Clains 
» Merchandising Managers 


2??2Quiz Time??? 


a= 


Question #1: 
What are the 3 E's of product Education? 


Question #2: 


What is another opportunity to participate 
and 


educate at GameStop? 


Question #3: 


What are five sources to get educational 
material 


for product education ? 


TERRITORY SERVICE 


v Four Store Classifications 
+ Weekly =P 
+ Bi-weekly = B 
+ Monthly = 
* Quarterly = Q 


v Classification based on Store rankings and 
level of visibility 


v Store classifications regularly evaluated and 
service adjusted 


L Nintendo 


TERRITORY SERVICE 
Two Group Types 
vGeneral Call Groups (G) 


Can assign 1 store to multiple groups 
#Can be assigned multiple times per month 


vSpecial Project Groups (S) 


* Only used for special projects/blitzes 


v Increased number of groups 
«Determined by the ratings and service needs 


TERRITORY SERVICE 


vy Checklist Tasks 
+ Bold = Completed on every store call 


# Non-Bold = Complete on first call or until 
complete 


v Top Volume and Targeted calls will 
now simply be known as "Assigned 
calls" 


yvMore changes to come as this process 
evolves 


TERRITORY SERVICE 


BUILDING GROUPS & CALL ROUTES 


w Enter Weekly (P) stores first 
y Enter Bi-weekly (B) stores next 
v Enter Monthly (M) stores next 


w Enter Quarterly (Q) stores last 
# To fill out groups 
Based on proximity within scheduled groups 
#411 "Q" stores serviced within the quarter 


¢ September CRP set plans 
+ First day back use as admin day 
+ Complete and send to Supervisor by close of business 
+ Field service starts the next scheduled day 


Nintendo 


DENISON REPORT 


Your focus areas’ 


1) 
3) 


Eac 
ac 


i. 
a. 


3. 


1, 
2. 
3. 
4. 


1, 


Coumunicat ion and Collaboration 2.) Exbracing change 
4.) Learning 


|.) Custoaer Focus 


ich Region will create an action plan to ensure NHI is 
complishing the focus areas 


Identify 3-5 things to KEEP doing 
Identify 3-5 things to START doing 
Identify 3-5 things to STOP doing 
Ris will compile into one document 


@ Monthly progress reviews 
# Regular progress reports 


DENISON REPORT 


Four focus areas identified by Nintendo Corporate Management 


Communication and Collaboration 
Embracing change 

Customer Focus 

Learning 


Communication and Collaboration 

‘wo-vay interaction and info sharing across all levels and functions 
‘M1 employees making decisions and do their best work based on #1 
Remote locations and offices are a challenge for coamunication 
Premium placed on exchanging ideas, knowledge and requirenents across 
the company 


DENISON REPORT ©) 


eS 


S 


Four focus areas identified by Nintendo Corporate Manageaent 
1, Communication and Collaboration 

2. Babracing change 

3. Custoaer Focus 


Reach new audiences in new ways 

Flexibility, creativity. and new and improved ways to vork 

Respect the wisdom of the past vhile seizing the opportunities for the 
future 


2. Embracing Change 


DENISON REPORT 


Four focus areas identified by Nintendo Corporate Management 
1, Communication and Collaboration 

2. Embracing change 

3. Customer Focus 

4. Learning 


3. Customer focus 

+ Our relationships with customers internal and external. 

+ How we treat each other impacts how ve nurture relationships with end 
custogers and consuners 
Yaintaining service orientation at all levels and in all ways 

+ Understand our iepact on the continuous custoser supply chain 


DENISON REPORT 


e 
Four focus areas identified by Nintendo Corporate Management 
1, Communication and Collaboration 

2. Eabracing change 

3. Customer Focus 

4, Learning 


Learning 

Supporting employees with tools, training and development to satisfy 
business needs 

Treat every employee as a leader in their area, responsible for shaping 
Nintendo's culture and overall executional excellence 

Implement PLAN, DO, CHECK, ACT methods to drive continuous learning and 
adaptability 
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Reminders 

v Confidential information 
v Use proper chain of command for all communication 
y Bags ready for AM pull 
v Settle your mini-bar bill with your roomie 
v How to complete payroll? 

Today's template for current payroll period 

+ Payroll entered and transmitted by 5:30pm today 


+ Template for the weekend hours emailed on Monday and 
should be entered within 24 hours of receipt. 


y Sunday bus schedules 
w Awards of Excellence 
+ Reception @ 5:30 - Dinner @ 6:30 
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2008 National Meeting 


HR MODULE 


Human Resources Org Chart 


Benefits Overview & Update 


Benefit Package Overview 
Medical, Dental, and Vision 


Benefit Advocate Service 


Tuition Reimbursement . q 
Flexible Spending Accounts 


401(k) Savings Plan 


Medical Plans 


* Medical plans consolidated 
* Choice of 3 plans 


PPO — Preferred Provider Organization, Aetna eff 10/I 
EPO — Exclusive Provider Organization, Aetna 


HMO - Health Maintenance Organization, Group Health 
(WA only) 


PPO — Aetna Choice POS || (Open Access)* 


* Administered by Premera through 9/30/08 

¥ $200 Deductible 

¥ $1,500 in network out of pocket maximum 

Y Out of network allowed 

¥ Referrals to specialists are not required 

Y Generally 80% coverage in network & 50% out of network 

Y Prescription $10 generic, $20 preferred & $40 non 
preferred. 

Y Mail order available — 90 day supply for price of 60 day 


Based on employee only election, refer to highlight brochure for more details 


EPO - Aetna Select (SM) (Open Acc 


* Available to all employees effective 10/1/08 

¥ No Deductible 

Y Referrals to specialists are generally not required 
Y No need to assign Primary Care Provider 


Y Generally 100% coverage in network after $15 copay 


Y Out of network not covered, except for emergency care 


Y Prescription $10 generic, $20 preferred & $35 non 
preferred, 


Y Mail order available — 90 day supply for price of 60 day 


Based on employee only election, refer to highlight brochure for more details 


Aetna Navigator - www.aetna.com 


. ss Features: 
wwe hall sx Print ID 
you to, F 


know cards 


*View 
coverage 


*Check 
claim 

ere 
sacra status 


*DocFind 


HMO — Group Health 


* Available to employees located in Washington 


¥ No Deductible 

¥ $2,000 out of pocket maximum 

Y Out of network not covered, except for emergency care 
Y Referrals to specialists may be required 

Y Generally 100% coverage in network after $15 copay 


Y Prescription $10 generic & $20 preferred 
Y Mail order available 


Based on employee only election, refer to highlight brochure for more details 


Dental -WDS 


* $25 Deductible 
* Annual benefit max increased to $2,000 - effective 10/1/08 


www.deltadentalwa.com 1.800.554.1907 


Vision 


* Covered under Medical Plan 


* | exam per 12 months 
— Aetna PPO — can see any vision provider; but have richer benefits 
with network providers 
— Aetna EPO & Group Health — must use a contracted network 
provider; no out of network coverage 


* Up to $300 allowance for hardware every 24 months 


ID Cards 


= All PPO and EPO participants will be 
receiving new ID cards 


Y Please destroy old ID cards! 


¥ This includes all Premera & Aetna ID cards 


= Aetna Navigator — temporary ID cards 
available online 


Tobacco Use Policy 


* Employees who use tobacco or tobacco products will pay 
$50 more than: 


* those who are tobacco-free, or 
* those who participate in and complete an approved tobacco 
cessation program 
+ All Nintendo's medical plans offer tobacco cessation, as 


well as our EAP 
+ Online and telephonic programs 
+ 3 months free nicotine replacement therapy 
+ One-on-one coaching sessions, personalized to individual needs 
+ Ongoing support and assistance 


Health Care FSA — WageWorks* 


* Administered by WageWorks effective 10/1/08 


* Pre-tax health care expense reimbursement for you and 
your dependents 


— Co-payments, co-insurance, and deductibles 
— Dental care 

— Orthodontia 

— Vision expenses 


— Over-the-counter health care products like aspirin, 
allergy medicine, antacid, antibiotics 


* Min $250 — Max $5,000 election per year 
* Use it or lose it provision 


Dependent Care FSA — WageWorks* 


* Administered by WageWorks effective 10/1/08 


For eligible day care expense for your dependents, under 
age 13 or not capable of self-support. May be used for 
elder care 


Minimum $250 election per year, Maximum $5,000 


Pre-tax deduction, not subject to Federal, social security or 
Medicare taxes 


To be eligible, day care expenses must allow you and your 
spouse to work or attend school full time 


Use it or lose it provision 


Plan Year Begins... Now What? 


WageWorks: 209 


*As a Retuming User, 5 n 
Participants will Enter their 


et 


ep 12007, one milion working 
families will save over one 
*Everyone Can View the a billion dollars with 
Eligible Expense Lists and 
*Use the FSA Calculators: 
Here 


Plan Year Begins 


WageWorks 


View Account Activity Online 
View Account Statements Onlin 


Set up Pay My Provider 
Payments 


Print Claim Forms 
Sign up for Direct Deposit 


‘Order additional Debit Cards 


One Health Care debit card mailed out to all Health Care participants 


Use Health Care debit card at point-of-service for qualified health care 
expenses 


IIAS Certified Merchant - Co-payment Logic - Recurring Transaction Logic — 
Medical Claims Data 


You MUST save your receipts! If WageWorks is unable to verify your debit 
‘card transaction, you will receive a Card Use Verification form to verify your 

expense. You will have 90 days from the debit card transaction date to verify 

your expense. 


Debit Card transactions that are not verified within 90 days can result ina 
participants card being suspended 


Pay My Provider 


Similar to an online bill paying service 
Funds pulled directly from your FSA account and are 
disbursed daily 


Pay for recurring expenses: 
— Orthodontia 

— Chiropractic 

— Day care provider 

— Dental procedures 

— Emergency room visits 


For Dependent Care expenses, only the amount up to what 
is available will be disbursed. Payment shortages must be 
handled by the employee. 


TRUEbenefits: Benefit Advocate 


Assistance with claims issues 
Answer benefits questions 
HIPAA compliant 

Secure email message center 
Online benefit portal 


1.866.524.8783 M-F 8:00am — 4:30pm PST 
nintendo @truebenefits.net 
www.truebenefits.net Username: NOA Password: benefits 


Tuition Reimbursement 


Eligible after 3 months of employment 

Accredited Institution 

Up to $5,250 of tuition expenses reimbursed per year* 
100% for a 3.0 grade or better 

50% for a 2.0 —2.9 grade 


Courses must either go toward a degree or improve the 
employee's work skills/increase his or her contribution to 
Nintendo 


+50% for part-time employees 


401(k) Retirement Plan 


* 401(k) Savings Plan 
— Eligible at hire 
— Employee and Nintendo Contributions 


www.divinvest.com or 1.800.755.5801 


401(k) Savings Plan — Diversified Investment Advisors 


Contribute up to 100% of eligible compensation 2. 


+ IRS limit $15,500 in 2008 
* Pre-Tax ni 
+ Roth 401() after tax 

+ Cateh-up (turning age 50 or older — additional $5,000) 


Nintendo matches $.50 on the dollar up to the first 6% of 
your deferral each pay period 


100% vested after 3 years (provided you've worked 1,000 
hours in each calendar year) 


You can loan yourself 50% of your vested amount 
Can make changes at any time 
Rollovers from other retirement plans accepted 


Employer 401(k) Match Benefits 


Hypothetical example 


Si0500; 


Employee 
You eamed $25,000/yr. 
You put 6%, $1,500 into 401(k) 


Employer 
Nintendo offers a match of 50 cents on 
the dollar on the first 6% of deferrals 


401(k) Savings Plan — Diversified Investment Advisors 


* www.divinvest.com or call Diversified Investment 
Advisors at 1.800.755.5801 Geese ===) 


[eainweneen 


THe Diversiried Dirk 


Get comfortable eee 
vith y ‘hay prey mem woe 
with your oe 

retirement plan s RSA Ae ae eee 


boy 
Shangecuarceyeraupenemcre! 


401(k) Contest 


The Region with the highest participation 
rate on October | will have their names 
entered into a drawing to win a $50 VISA 
gift card. 


Current participation rates: 

— Midwestern Region 66% 
— Northeastern Region 64% 
— Southeastern Region 78% 
— Western Region 74% 


Questions 


Wellness Program Overview & Uy 


NOA Welln 


HealthForce Physician Healthline 
Resources 
Employee Assistance Program (EAP) 


Wellness Coaching 


Wellness Website 


53 Connection, JOA We 
(amor Yoo Heats Notér Yours 


* Recognize and reward employees who practice healthy lifestyle 
choices 


Provides tools and support to assist employees in achieving 
optimal health and well being 
— Annual health screening & 
health risk assessment (HRA) 
— Walking program 
— Resource check-out library 
— Wellness Connection Newsletter 
— Weight Watchers Monthly Program 
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HealthFore hysician Healthlin 


(800) 875-3225 for access to a physician — 24/7 
Help in determining nature of injury/illness 
Help in recommending appropriate treatment 
options 

Not to replace a doctor's visit 

Dial 911 for a medical emergency 


Employ Assistance Program (EAP) 


100% company paid 
Confidential resource for 
employees and eligible 
family members 
Available 24/7 — 

365 days per year 


Up to 8 face to face visits 
per year, per issue 

Assist with work/life 
challenges and issues 


Welln Coaching Program 


* Personalized health and wellness coaching, education, and 
referral services to help you and eligible family members 
develop a healthier lifestyle 


Wellness Coach provides assistance and ongoing support 
for: 


+ Weight management 

+ Fitness & exercise 

« Stress Management 

* Management of chronic conditions 
+ Healthy pregnancy, and ... 
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sation Program 


Approved program for $50 per month benefit 
premium reduction 

Online and telephonic programs 

3 months free nicotine replacement therapy 
One-on-one coaching sessions, personalized to 
individual needs 

Ongoing support and assistance 

45 employees quit since October 2007! 


How to Contact a Wellne Coach 


Don't wait, get started today! 
Call toll free: 
(877) 369-2709 
OR 

Visit the website: 

www.horizoncarelink.com 
Login = Company Name: Nintendo 
Password: EAP 


All conversations are confidential!!! 


Wellne Website 


Visit the website today at: 
www.liveforlife.net/hfi/nintendo 


Use your regular Nintendo 
network login User ID as your 
User Name 


If you have any questions, 
contact the NOA Wellness Team 
at Wellness@noa.nintendo.com 
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Safety Overview & Update 


Safety — A Nintendo Core Value 


¢ Nintendo is committed to providing you 
with a safe and healthy work environment. 


¢ Every employee must balance productivity, 
quality and safety, whatever the task, to be 
as effective as possible. 


¢ If ever we must choose between 
productivity, quality, or safety — safety will 
always take precedence. 
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Change 


* No longer need to send by 
"overnight" delivery 


— Original, signed, incident 
form can now be sent by 
regular mail within 5 
business days of the 
incident to Gary Cursi 
Still need to submit the 
electronic version to the 
NMI Incident Report e- 
mail group within 48 
hours of the incident 


M 


Joing 


s NMI doing? 


to the Incident Form 
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The safest RISK... 
is the one you didn't take. 


Plkay Uh Satal 


